
Franco Amaciei, chief represen- 
tative, Fiat International S.p.a 
Representative Office-P.R.C. 



Jean-Christophe Delvallet, 
EDF China representative 



Amy Zhu 

chief representative of 
Beijing Representative Office, 
New York Life International 



Wilson Chung, general manager 
of FedEx Express-DTW Co., Ltd 



Ekkhehard Rathgeber, president 
of Bertelsmann Asia 



Guo Zhonghua, chief representa- 
tive, Canadian Imperial Bank of 
Commerce, Beijing Representa- 
tive Office 



Yun Fen Krems, chief represen- 
tative ofRAGAktiengesellschaft, 
Beijing Representative Office 



David Chen, 
senior sales manager, Texas In- 
struments (China) Co., Ltd 


Michael Kwan, COO of Lucent 
China 



Jeff Song, 

chairman of Honeywell (China) 
Investment 


Pan Li, 

assistant of the chief representa- 
tive ofThyssenKrupp in China 



Stephen C. Lee, chief representa- 
tive & country manager - China, 
Alcoa Asia 



Paul Lau, 

country president of Novartis 
China 



Kiyoshi Asano, general manager 
of Beijing office, Japan Energy 
Corporation 



Shoichi Yamamura, 
managing director & CEO of 
Dentsu China 


Seikun Greg Minami, general 
manager of Bridgestone Corpo- 
ration, Beijing Office 



Rob Moult, 

director of Johnson Controls Asia 
Pacific Operations 


Yang Xu, 

general manager of Intel China 



Michael C. Y. Lung, president of 
Dow Chemical (China) Ltd 



Rayne Zong, deputy representa- 
tive of Beijing Representative Of- 
fice, Standard Life 



Nai Fang, 

chief representative of Beijing Of- 
fice, 3M China 



Beijing Home to 243 World Leaders 


By Jian Rong 

A t least 243 members of the Fortune Glob- 
al 500 have established operations in 
Beijing, according to an exclusive survey 
by Beijing Today. 

Beijing Today’s survey took two months, during 
which every company listed in Fortune magazine’s 
2000 Global 500 was contacted. With a draft list of 
the multinationals already present in the city, the pa- 
per contacted each office, conducted face-to-face 
interviews with representatives from these compa- 
nies, and finally obtained first-hand statistics. 


Of the 243 multinationals located in Beijing, 44 
CEOs and chief representatives accepted inter- 
view requests from Beijing Today. They shared 
their achievements and experiences, difficulties 
and troubles, future plans, and suggestions about 
the city where they live and work. 

Beijing Today also contacted those multination- 
als that have yet to arrive in the city. Most said they 
were interested in future investment in the Chinese 
capital. 

This week’s Beijing Today features an 8-page 
special report on the Fortune 500 in China’s capital. 


Fortune 500 Eye the Prize 
as Capital Goes Global 


Ben Foskett, chief representative 
of AMP Limited Beijing Repre- 
sentative Office 



Brenda Lee 
director of Coca Cola’s 
External Affairs 
Division 



Roger Heng 

vice president and general man- 
ager of Bank of Montreal in Chi- 



Frederic Gossot, regional com- 
mercial manager for Air France 
China 


Michael J Martens 
chairman and president of 
Goodyear Dalian Tire Company 
Limited 



Kim Dong Jin, 
chief representative of Posco 
Beijing Representative Office 


Dr. Gong Li, 
managing director of Sun Chi- 
na’s Engineering and Research 
Institute 



Lai Linsheng, managing direc- 
tor North China of McDonald’s 
China Development Company 



Greg Collins 

vice president of Flextronics 
Shanghai and North 
China Operations 


Six companies among the 44 
which accepted Beijing Today’s in- 
terview did not provide photos. The 
photos are arranged according to 
the companies’ ranking in the 2000 
Fortune Global 500. 


By Zhang Xiaoxia 

S pring sunshine turns to 
haze in the brown windows 
of Beijing’s World Trade 
Center, but a sharper light re- 
flects from the advertising hoard- 
ings around this symbol of the 
Chinese capital’s globalization. 

The biggest names in world 
business are there - Ford, 
Microsoft, Ericsson and many 
more. They represent just a 
small part of the 243 names 
on the list of the Fortune 
Global 500 that have entered 
the Chinese market in Beijing 
- establishing regional head- 
quarters, foreign-invested com- 
panies, manufacturing plants, 
representative offices and even 
one-man offices. Large or small, 
each is holding its own special 
conversation with Beijing in the 
circles of commerce. 

Beijing gave birth to her 
first comprehensive English 
language newspaper, Beijing To- 
day , last May 11, enabling the 
conversation between Beijing 
and the Fortune 500 to enter 
a new phase. As it celebrates 
its first birthday, Beijing Today 
has chosen to put this commer- 
cial conversation on record. The 
conversation reflects the global- 
ization of Beijing, the changing 
and opening of this ancient ori- 
ental city. 

Work on this project began 
in March. Hundreds of phone 
calls, letters and emails later, 
41 CEOs, chairmen, chief rep- 
resentatives or their appointed 
representatives accepted a one- 
on-one interview with Beijing 
Today , while three received 
written interviews. Dozens of 
PR Managers shared their opin- 
ions. 

In these conversations, 
Beijing Today heard the voice 
of diversity. 

Manufacturers seemed most 
satisfied in Beijing, where con- 
tinuously increasing investment 


demonstrates the ambition and 
confidence multinational manu- 
facturers have in the city. Nokia’s 
recently opened Xingwang In- 
dustrial Park in Beijing’s 
Economic and Technological De- 
velopment Area made the mo- 
bile phone giant the largest 
foreign company in Beijing 

While manufacturers are 
garrulous, telecom companies 
choose silence as they wait for 
clarification in the tricky field 
of Chinese telecommunications. 
Queuing for licenses outside 
the People’s Bank of China in 
Beijing, foreign banks are also 
waiting quietly. Some expressed 
a feeling of frustration and 
preferred to look at the long 
term, saying China’s WTO en- 
try would not bring rapid re- 
turns to foreign bankers. 

Beijing’s talent pool was cit- 
ed by many as an attractive 
feature. The city hosts China’s 
top two universities and the 
best national research insti- 
tutes. Sun Microsystems opened 
the Sun China Engineering and 
Research Institute (ERI) in July 
2001. When Netscape 6.2.2 for 
Solaris shipped at the end of 
April, this was the company’s 
first major worldwide product 
release where 80% of its engi- 
neering was done in Beijing. 

According to Dr. Gong Li, the 
first Managing Director of ERI, 
the availability of a large pool 
of software developers, lower 
cost, and a growing market, are 
the main factors attracting Sun 
to Beijing. Honeywell, Microsoft 
and many others share the 
same opinion. 

Beijing Today also heard 
voices demanding change. 

Living conditions are the top 
consideration of most interview- 
ees, who criticized everything 
from environmental protection 
to city management. 

“Beijing should continue to 
improve its environmental qual- 


ity,” said Michael Wilkes of 
Volkswagen. “It influences each 
person’s life, each child, each 
woman, each man.” 

Bureaucracy was also a ma- 
jor concern. McDonald’s said 
they hoped the government 
could be more proactive in in- 
forming them of new laws and 
regulations. Siemens, Nokia 
and Honeywell said they be- 
lieved Beijing faces challenges 
from other places in China com- 
peting for investment. 

“Beijing should develop a 
comprehensive strategy (to at- 
tract investment) and work on 
it,” says Dr. Jeff Song of Honey- 
well China. 

Nevertheless, Beijing is 
changing. Ernst Behrens, CEO 
of Siemens China, recalled his 
21 years of experience in Beijing 
and noted that his company 
abolished the expat “hardship 
allowance” two years ago, indi- 
cating how far Beijing has gone 
in closing the gap with devel- 
oped cities in the West. 

China and the Fortune Glob- 
al 500 influence one another. 
While Beijing is changing, com- 
panies are changing, too. 

For example, Dentsu accepts 
different customers from the 
same industry. The strategy is 
completely at odds with prac- 
tice elsewhere, but it has gained 
Dentsu a preeminent position 
in the Chinese market. 

Beijing Today sought compa- 
nies’ attitudes toward China’s en- 
try into WTO. They all seemed 
to accept the great change calm- 
ly, with a plan already arranged 
several years ago. 

WTO entry could be regard- 
ed as a symbol - a symbol 
of China’s opening and of the 
end of the “springtime” of Chi- 
nese investment. As the market 
opens ever wider, Beijing must 
step into the fierce hot summer 
of commerce. Beyond surely lies 
a fruitful autumn. 
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Giants Grapple with Change 


By Jiang Zhong 

The Fortune Global 500 companies who 
have been in Beijing since soon after the 
launch of the country’s opening policy in 
1979 have had very different experiences to 
newcomers with only two or three years be- 
hind them. Contrasts between different in- 
dustries are greater still. 

Auto industry 

‘Responsibility and solutions’ 

Chrysler set up the Beijing Jeep Corpora- 
tion on January 15, 1984, the first auto joint 
venture in China. Since then, auto giants like 
Volkswagen, Nissan, Volvo and Honda have 
all launched Chinese operations. 

The latest news comes from Hyundai Mo- 
tor, who signed an agreement with Beijing 
Automobile Industry Co. on April 29, 2002, 
planning a 30-year cooperation. 

“As the biggest auto manufacturer in Chi- 
na, Volkswagen should take responsibility 
for offering solutions to Beijing’s traffic and 
environmental protection problems,” Michael 
Wilkes (Volkswagen) says. In 2001, Volk- 
swagen’s Changchun joint venture sold 95 
thousand Jetta cars in the Chinese market. 
One out of five of these cars are driven by 
Beijingers. 

Last year, 164,608 new cars were sold in 
Beijing. Sales were worth 27.8 billion yuan. 
Beijing is the largest car market in China. 
The one who wins Beijing is the one who 
wins China. 

Bridgestone set up its first Chinese fac- 
tory in Shenyang in 1999, and the second 
soon followed in Tianjin in 2000. 

Goodyear has also seen success in the 
largest potential auto market. Its products 
have been used by many of the auto giants 
in China. 

Banking and insurance 
‘Chinese market not open enough’ 

Owing to restrictions in the country’s reg- 


ulations on banking and insurance, compa- 
nies in these two industries haven’t been 
able to carry out their operations in their tra- 
ditional way or in accordance with interna- 
tional norms. Most of these companies have 
therefore adopted a wait-and-see attitude to- 
ward the developing market. 

CIBC has chosen an even more conser- 
vative attitude. They are waiting and willing 
to say nothing. 

At the same time, insurance business 
turns out to be facing a clearer situation in 
China. Manulife Sinochem Life Insurance, a 
China-Canada joint venture, was licensed 
to open a branch in Guangzhou by the Chi- 
na Insurance Regulatory Commission on the 
same day as China’s entry into WTO. 

After a quick marriage with Chinese Haier 
Group, New York Life is enjoying the honey- 
moon with great confidence. The American 
International Group also gained four licens- 
es in Beijing, Suzhou, Dongguan and Jiang- 
men. 

Electronics and IT 

‘Cooperation and localization are 

most important issues’ 

Compared with the international brand- 
ed motor industry, Made-in-China is more 
frequently found on electronics or IT pro- 
ductions. China has been regarded as one 
of the world’s premier manufacturing cen- 
ters since her entry into WTO last Decem- 
ber. 

The development of the Internet is pro- 
moting the spread of Sun’s products in Chi- 
na. Sun’s revenue in China has increased 
five times in the past five years, at an annual 
rate of over 40 percent. 

The Chinese talent pool is also attractive. 
Sun opened the Sun China Engineering and 
Research Institute (ERI) in July 2001. When 
Netscape 6.2.2 for Solaris shipped at the 
end of April, this was the first major world- 


wide product release where 80% of its engi- 
neering was done here. 

Microsoft has the largest foreign-invested 
research center in China. Their 150 staff in 
Beijing are part of the third biggest research 
center of Microsoft in the world. 

Even at a tough time of falling revenues, 
endless layoffs, and tobogganing stock pric- 
es for most multinational players in the world 
telecommunications market, Lucent China 
still enjoys the rapid growth that has charac- 
terized its China operations since it first en- 
tered the market in 1996. 

The company’s slogan “In China, for Chi- 
na and with China” shows how important 
localization is for the telecommunications gi- 
ant. 

Founded in 1969 and having entered Chi- 
na in 1994, electronic manufacturing servic- 
es provider Flextronics has built an Industrial 
park in Doumen, Zhuhai. 

Heavy industry and chemicals 
‘Some happy, some frustrated’ 

Alcoa Asia says it is satisfied with opera- 
tions in China. Although three of its five fac- 
tories have yet to live up to expectations, 
Alcoa is continuing to invest in them because 
of their confidence in the Chinese market’s 
further development. 

French-based Saint-Gobain established 
its representative office in Beijing in 1985. 
The company now has one holding compa- 
ny in Beijing, 10 joint ventures, 10 WOFES, 
seven representative offices, four commer- 
cial companies and 4,300 employees around 
China. 

In the year 2001, RAG, the diversified 
mining and energy group, earned 500 million 
euros in China, and had more than 1,800 
Chinese employees on its payroll. 

RAG has invested 1 million Deutsch- 
marks to extinguish an underground fire in 
Xinjiang. Now it runs smoothly and is ac- 


complishing satisfactory results. 

Japan Energy came to China no later 
than other giants like Exxon, Shell and BP, 
but it doesn’t occupy a large proportion of 
the Chinese lubricant market. Its sole prod- 
uct in China is JOMO lubrication oil, which 
has been pirated. 

Service industry 
‘A boom market’ 

Dentsu opened its Beijing Office in 1980 
and has since invested in eight joint-venture 
advertising companies. 

“The huge profit of Dentsu in China re- 
flects the huge market potential of this coun- 
try, and it is also due to our strategy of 
“developing and growing up together with 
Chinese enterprises”, said the company. 

FedEx has emphasized Beijing’s specific 
role in its development in China. 

“We do not merely mean to enter the Chi- 
nese market. We need to cover a more wide 
range of our service areas.” 

FedEx services now are available in 202 
cities in China. 

The low labor cost and high consump- 
tion ability of the 1.3 billion population has 
already turned China into a paradise for in- 
ternational retailers. In 2001, the total sales 
of international retailers nearly reached 30 
billion US dollars. More then 300 foreign re- 
tailers have invested 2 billion US dollars in 
the Chinese market since 1992. 

The March Sales Report of Wal-Mart 
store, Nol. on the list of the Fortune Glob- 
al 500, reached 21.489 billion US dollars in 
the five weeks before April 5. At the begin- 
ning of last December, Wal-Mart launched 
its Shenzhen Global Purchasing Center. 

The world’s second largest retailer, Car- 
refour, has surpassed Wal-Mart since its en- 
try into the Chinese market in 1995. It now 
has 27 stores and a Shanghai Global Pur- 
chasing Center. 



Technology takes precedence’ 


David Chen, 

senior sales manager, Texas Instruments 
(China) Co., Ltd Photo by Qu Liyan 


By Su Wei 

Texas Instruments (TI) stands 
out from the competition through 
its dedication to technology, says 
David Chen, Senior Sales Manag- 
er, Texas Instruments (China). 

According to Chen, TI began 
a Chinese University Program as 
early as 1993 that was formalized 
in TI’s China strategy, which was 


announced in 1996. TI has gone 
on to establish 47 labs and tech- 
nology centers in 50 universities, 
including Peking University, Ts- 
inghua University, and Shanghai 
Jiaotong University. 

Students at undergraduate 
and graduate level receive DSP 
technology training through the 
TI programs. Chen says TI’s pri- 


mary concern is that students 
should become familiar with TI’s 
DSP technology and be able to 
put research into practice. 

Three adult DSP training cen- 
ters have been opened in Shanghai 
Jiaotong University, Tsinghua Uni- 
versity and Chengdu Electronic, 
Science and Technology University. 

Chen says TI also helps its cus- 


tomers to establish DSP labs. Two 
Tl-invested joint ventures - DigPro 
in Beijing and DigVision in Shang- 
hai - were established in 1999 to 
provide chip designs, software de- 
velopment, reference designs. A 
third lab, COMMIT, was estab- 
lished in Beijing early this year in 
cooperation with domestic and for- 
eign companies. 



Model of Cooperation 


Urs Buchmann, 

China country head for the Credit Suisse 
Group Photo by Qu Liyan 


By Zhu Lin 

Credit Suisse Group’s strategic 
partnership with Taikang Life, the 
fifth biggest Chinese insurance com- 
pany, provides a successful model 
for foreign financial enterprises to 
invest in China. 

CS Group’s business in China 
includes investment banking and 
insurance. It has had a coopera- 


tive relationship with China since 
the 1950s, and in 1985 it estab- 
lished a Beijing representative of- 
fice, followed by the opening of 
the Beijing representative office 
of Credit Suisse First Boston in 
1993. 

Urs Buchmann, China Country 
Head for the CS Group, said, “Chi- 
na is such a big market that no 


bank can grasp it individually. So, 
we think the best way is to find 
a partner in the Chinese market. 
That’s why we cooperate with Tai- 
kang Life.” 

Before 1998, two years before 
CS Group became Taikang’s share- 
holder, a technical team from CS 
Group was already directing com- 
puter work in Taikang. 


In turn, with the help of Tai- 
kang, CS Group China has opera- 
tions in over 20 Chinese cities. 

Buchmann emphasized that CS 
Group is very flexible in its sys- 
tem. ‘We’d like to provide advanced 
technology to Chinese partners. In 
addition, we can also help our Chi- 
nese partners to enter the Europe- 
an and global markets. 



Posco Breaks Mould 


By Miao Yajie 

Posco set up its Beijing represen- 
tative office in April 1991, and after 
five years careful study, they in- 
vested US$8 million to establish 
a distribution and service center 
in Tiajin in 1996, and three joint 


ventures in Zhangjiagang (Jiangsu 
Province), Dalian (Liaoning Prov- 
ince), and Shunde (Guangdong Prov- 
ince). By the end of 2001, Posco had 
invested US$500 million in China. 
Their business in China accounts for 
one third of their overseas business. 


According to Chief Representa- 
tive Kim Dong Jin, Posco’s success 
is due to its localization strategy. 
Since iron and steel is a high-in- 
vestment, slow-profit industry, oth- 
er leading companies in this field 
were hesitant to invest outside their 


own countries. Posco thus set the 
lead in this area. 

Key to the fast growth of Posco’s 
joint ventures is to hire capable lo- 
cal employees and to send them to 
Korea for regular training both in 
technology and management. 


Kim Dong Jin, 

chief representative of Posco Beijing Repre- 
sentative Office Photo by Qu Liyan 



Bertelsmann Enjoys Mainland Elbow Room 


Ekkhehard Rathgeber, 
president of Bertelsmann Asia 

Photo provided by Bertelsmann Asia 


By Shan Jinliang 

Bertelsmann began to estab- 
lish its “Oriental Empire” in 1995, 
when Shanghai Bertelsmann Cul- 
tural Industries Corporation was 
set up. 

In the following seven years, 
Bertelsmann has become involved 
in book clubs, online bookstores, 
professional consulting, and lo- 


gistics and information technolo- 
gy. The five-year-old Bertelsmann 
Book Club is actually the most im- 
portant of its businesses in Chi- 
na, although it has yet to move 
into profit. 

Bertelsmann’s expansion strat- 
egy was fuelled by the intro- 
duction of its flagship magazine 
National Geographic through co- 


operation with Liaoning Educa- 
tion Press. 

A media insider said Bertels- 
mann’s strategy is to enter the 
retail channel first, then ask for 
publishing rights after some prof- 
its come in, and finally bring con- 
tent under its control using its 
financial muscle. 

Asked why Bertelsmann did 


not choose to develop in Hong 
Kong’s market, the Bertelsmann 
Asia president Ekkhehard Rath- 
geber said, “Hong Kong is so 
crowded with a hard business en- 
vironment. It’s small and not ex- 
citing, so it is not a good idea 
to invest there, but we have our 
CD and music businesses in Hong 
Kong.” 



German Giant Puts China First 


Pan Li, 

assistant of the Chief representative 
of ThyssenKrupp in China 

Photo by Chen Shuyi 


By Zhang Xiaoxia 

The Xuzhou Rothe ERDE Slew- 
ing Bearing Co. opened on April 
29 in Jiangsu. The newly invested 
project enlarges the workforce of 
ThyssenKrupp in China from more 
than 2,000 to over 3,500. 

ThyssenKrupp boasts it is the 
largest slewing bearing producer in 
the world and covers 60% of the 
global market. “In China, we cover 
50%, ” says Pan Li, assistant of the 


Chief Representative of ThyssenK- 
rupp in China. 

Before merging in 1989, Thys- 
sen and Krupp made their debut 
in China as early as the middle 
of 19th century. Cannons produced 
by Thyssen still can be seen in 
an ancient watchtower in Weihai, 
Shandong province. 

Both established representative 
offices in Beijing in 1981 and have 
traded between China and Germa- 


ny since then. Today 20 joint ven- 
tures or invested companies and 12 
representative offices are under the 
name of ThyssenKrupp. 

Shanghai Krupp Stainless Steel 
is the largest capital investment of 
the company in China. ThyssenK- 
rupp’s investment of US$1.44 tril- 
lion gave it 60% of the shares, while 
Shanghai Baoshan Steel Group 
owns the remaining 40%. The proj- 
ect is expected to produce 268,000 


tons of steel a year by 2005. 

The turnover of ThyssenKrupp 
companies in China accounts for 
only 1 to 2 per cent of its global 
turnover. Pang puts this situation 
down to cautiousness and the fact 
that the German company started 
investment only in 1995. However, 
Pan says ThyssenKrupp’s Asian Fo- 
rum of 2001 set China as the main 
direction of the company’s overseas 
investment. 


Challenging 

Cooperation 

By Xiao Rong 

“Foreign banks are not 
all powerful. Chinese banks 
boast unique advantages 
in client resources and lo- 
cal regulations,” says Guo 
Zhonghua, chief represen- 
tative of the Beijing Office 
of CIBC. 

“Cooperation between 
foreign banks and Chinese 
banks may prove to be the 
greatest challenge to Chi- 
nese banks. The cooperation 
with Chinese banks is only 
a transitional way of foreign 
banks for further develop- 
ment in Chinese market.” 

Too Cheap to 
Compete 

By Jiang Zhong 

Nissan, Volkswagen and 
Fiat have the same opinion 
on the phenomenon that 
certain cheap cars sell well 
in Beijing market. 

“The fact that some 
30,000-yuan cars sell well 
in Beijing market shows 
the immaturity of the mar- 
ket,” said Tomihei Shigeno, 
Chief Representative of Nis- 
san Motor Beijing Office. 
“The government should of- 
fer more effective financial 
support for auto consump- 
tion.” 

Michael Wilkes, Mar- 
keting & Public Relations 
Senior Manager of Volk- 
swagen (China) Investment 
Company Limited, said, “It 
is impossible at present for 
Volkswagen to produce such 
a car. Production quality, en- 
vironmental friendship and 
safety are the three crucial 
criteria for each Volkswagen 
product. A car that meets 
only these three points 
should be over fifty thou- 
sand yuan.” 

Franco Amadei, Chief 
Representative of Fiat In- 
ternational S.p.a. Repre- 
sentative Office-P.R.C, said, 
“Fiat cannot offer a state-of- 
the-art product with such a 
low price. In other words, it 
is impossible for a consum- 
er today to buy a real mod- 
ern car at a price around 
30,000 yuan.” 

Globalization 
Diminishes Brands 

By Jiang Zhong 

Franco Amadei, Chief 
Representative of Fiat In- 
ternational S.p.a. Repre- 
sentative Office-P.R.C, says 
globalization of the interna- 
tional auto industry is mak- 
ing the role of brand names 
less important. 

“Even the strongest auto 
manufacturers buy parts 
worldwide. So all part 
suppliers have respective 
profitable niches. One enter- 
prise’s success in its niche 
is its success in the whole 
industry. The Chinese auto 
industry should improve its 
presence in auto parts man- 
ufacturing and new-concept 
car development.” 

Fashion Fuels 
Mobile Development 

By Su Wei/ Chen Ying 

Fashion triumphs over 
function in the Chinese mo- 
bile phone market, says 
David Chen, Senior Sales 
Manager and Semiconductor 
Sales & Marketing, Texas In- 
struments (China). 

“Mobile phones’ functions 
are more likely to be ignored 
by Chinese users,” says Chen, 
who argues that most Chinese 
use mobile phones only to send 
and receive short messages. 

In contrast, advanced 
functions offered by service 
providers dominate the Jap- 
anese mobile phone market. 

KDDI and NTT dominate 
the service market, splitting 
it about 30-70. Consumers 
focus less on the brand of 
mobile than on the services 
provided by these two com- 
panies. 
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3M Adopts 
Tougher Standards 

By Sun Ming 

US-based multinational 3M 
introduced a Raised Pavement 
Marker (RPM) that can improve 
safety for night drivers in China 
in 1999. 

To 3M’s surprise, the RPM 
failed the product test, as the 
company had not taken into con- 
sideration the fact that load-bear- 
ing requirements in the USA are 
lower than in China. 

“Traffic violations among Chi- 
nese drivers are more serious, so 
the possibility of violation should 
be considered thoroughly,” ex- 
plained Cheng Xiangyang, 3M’s 
technical service supervisor. 

“Therefore, the standard pres- 
sure resistance is much higher 
than it is in the States.” The Chi- 
nese technical staff of 3M made 
structural improvements and fi- 
nally produced the new “RPM with 
Chinese characteristics” in 2000. 

Toshiba & BMO 
Take Center Stage 

By Chen Ying/ Zhao Hongyi 

On November 1, 2001, Toshi- 
ba (China) moved its offices into 
the Oriental Plaza, one of the 
most advanced IT-equipped of- 
fice complexes in China. 

Bank of Montreal (BMO) 
moved its offices into Oriental 
Plaza at the beginning of April. 
“The office change shows our 
business increasing in China,” 
said Roger Heng, vice president 
and general manager of BMO. 

With the Ministry of Foreign 
Trade and Economic Coopera- 
tion, the Beijing Municipal Gov- 
ernment, the Fobidden City and 
Zhongnanhai nearby, Toshiba 
and BMO have selected an office 
location in the cultural, econom- 
ic and governmental heart of the 
country, making it convenient for 
them to make quick decisions to 
deal with any challenge. 

Fiat Pushes 
‘Auto Culture’ 

By Jiang Zhong 

“Critical customers are very im- 
portant for developing an imma- 
ture auto market like China,” says 
Franco Amadei, China Chief rep- 
resentative of Fiat International. 

“Chinese auto consumers 
don’t have auto culture yet. Their 
purchasing decisions are largely 
influenced by car prices and what 
the market can supply them. It 
is difficult for Fiat, who has been 
supplying state-of-the-art cars 
to worldwide consumers since 
1899, to build a modem model 
with the latest innovations at 
such a low price.” 

Amadei said Chinese auto man- 
ufacturers need time to catch up 
with the modem auto industry. 
They can learn from the experi- 
ence of foreign manufacturers and 
avoid making the same mistakes. 
Importing foreign technologies and 
carrying out international cooper- 
ation may also provide a shortcut 
for fast development. 

“Consumers with auto culture 
background would help diversify 
the Chinese auto market,” said 
Amadei. “They will choose cars 
of their own free will, which will 
decide the orientation of manu- 
facturers.” 

Sharing the Rules 
of the Game 

By Zhu Lin 

“China’s entry to the WTO 
brings additional opportunities 
to extend dialogue with the reg- 
ulatory authorities of business 
partners.” says Urs Buchmann, 
country head of Credit Suisse 
Group, China. 

“This is very encouraging. 
Since China entered the WTO, we 
have seen things never seen be- 
fore. Before a new law about the 
securities industry came out, the 
regulatory authority invited our 
suggestion on the draft. That nev- 
er happened before.” 

Buchmann said he hoped the 
spirit of WTO would really be im- 
plemented. 

“China needs genuine compe- 
tition. Give foreign companies a 
real opportunity to earn money, 
because it will make the domestic 
industry rich. “I’m confident that 
China will do that, because that’s 
part of the work to make China a 
stronger nation. ” 


Investment, Cooperation 
Key to Future Fortunes 


By Li Dan 

The future is unwritten. For the global 500, 
the future in Beijing means profitable oppor- 
tunities, as well as risks, and challenges they 
may have never faced. 

In all the major projects these companies 
are undertaking, there are many problems to 
solve. But in discussing each concrete prob- 
lem or project, two words recur - investment 
and cooperation. 

Investment 

Most of the companies agree they will in- 
crease investment in China in the future. 

Goodyear is considering expanding its 
production to radial tires for buses and 
trucks. It is confident production of radial 
tires for passenger cars will increase from 
the current 1.9 million to 5.3 million in the 
next five years. 

Bridgestone says it will establish a tire fac- 
tory south of the Yangtze river. 

“TFE hopes to invest and participate in 
large wholesale and retail business of oil-re- 
lated and chemical products, as well as oil 
and gas-related projects,” says Jean-Louis Pe- 
tit (TotalFinaElf). 

Novartis’ investment plan includes doubling 
the size of the Novartis Pharma Changping 
Plant. 

According to Jason Chen (Intel), Intel in- 
vested a further US$300 million in Shanghai 
last September to enlarge a chip plant. 

“China will become the second largest 
semi-conductor market in 2010,” says 
Chen. “Intel has invested in over 27 proj- 
ects and is still looking for new projects in 
the future.” 


Cooperation 

All the CEOs interviewed agree that coop- 
eration is important for their future develop- 
ment. But who is the ideal partner? Different 
entrepreneurs have different ideas. 

With Government 

“As the biggest auto manufacturer in Chi- 
na, we should take responsibility for offering 
solutions to Beijing’s traffic and environmental 
protection,” says Michael Wilkes (Volkswagen). 
“We have offered some suggestions and held 
exhibitions on traffic management. This year 
we will introduce a computer-based traffic 
management system to the local authority.” 

SK Corp. has cooperated with the Shanghai 
government to establish a fund for research- 
ing life science medicine. SK Corporation and 
SK Evertec have jointly established SK Un- 
limited Life Science Venture Capital Union, a 
new business model in the Korean life scienc- 
es venture market. 

With enterprises 

Texas Instruments (Tl) and Legend Hold- 
ings Limited, China’s leading PC maker, began 
working together in 1999. This year, Legend 
will develop its first GSM/GPRS handsets and 
wireless Internet devices based on Tl’s OMAP 
processors and TCS chipset solutions. Tl will 
also seek further cooperation with Legend on 
the design and development of short distance 
wireless, wireless local area network (LAN) 
and other telecom products. 

“Legend has the capability of assisting Tl 
to obtain the large Chinese market,” says Da- 
vid Chen (Tl). “Tl may say Legend is Tl’s cus- 
tomer. But Tl would prefer to call Legend Tl’s 
partner.” 


According to Scott McNealy (Sun), Sun will 
expand its Chinese branch company into the 
largest one outside the United States in the 
next five to 10 years. Sun has already cooper- 
ated with China Mobile, China Unicom, China 
Netcom and certain Chinese banks. McNealy 
says Sun also wants to build relations with me- 
dium and small businesses. 

Using Nissan’s technology, Fengshui’s Blue- 
bird series has been a great success in the 
Chinese auto market. This year, Nissan’s e- 
Equipment concept will be adopted for the 
Bluebird III. 

“The cooperation between us is effective 
and fruitful,” says Tomihei Shigeno (Nissan). 
“Nissan will offer technical aid to any operation 
using Nissan technologies.” 

With Universities 

A five-year “Japan-China Advertising Edu- 
cation Communication” program was carried 
out from 1996 to 2001 by Dentsu Inc. Lec- 
tures on advertising were given by experi- 
enced Dentsu staff in six famous Chinese 
universities, while teachers from the universi- 
ties were invited to Dentsu headquarters for 
further study. 

“We are going to launch a three-year proj- 
ect of “China-Japan Marketing Research and 
Communication” based on the previous pro- 
gram,” says Shoichi Yamamura (Dentsu). 

As two of the earliest Japanese corporate 
investors to China, Hitachi and Toshiba un- 
derstand how important cooperation with local 
educational institutions is. 

Hitachi set up a “China CyberGovernment 
Square” in Beijing Polytechnic University last 
October to promote “Digital Beijing” project. It is 


now seeking further opportunities for coopera- 
tion to improve and update this undertaking. 

Toshiba also has a broad spectrum of co- 
operation with Fudan University, the Com- 
munication University of Xi’an, Zhejiang 
University and Tsinghua University. The Jap- 
anese giant has launched a long-distance 
education project in Shanghai in coopera- 
tion with Fudan. 

New strategy 

Companies like Sony, Honeywell and Lu- 
cent are refining their strategies for develop- 
ment in the China market. 

Sony introduced their ‘Ubiquitous Value 
Network’ concept to China last year. The con- 
cept enables devices and products seamless- 
ly to access the network and connect with 
each other at any time, from any place. “Our 
goal is that with one TV, you can do every- 
thing,” says Hiroshi Shoda (Sony). 

Honeywell announced the establishment of 
its Software Solutions Lab-Beijing on March 
27. The Beijing lab serves as Honeywell’s pre- 
mier software center, providing software engi- 
neering services and software-based products 
and solutions. “This is a triumph for the Chi- 
nese market,” says Jeff Song (Honeywell). 

For its part, Lucent has developed a new 
organizational system in China that is no lon- 
ger based on products but on six business 
regions - Beijing Headquarters, North China, 
South China, Central China, North-west China 
and South-west China - focusing on “total net- 
working solutions”. 

Effective investment, a good partner plus 
a proper strategy are the keys to winning for 
these giants. 


EDF Looks West 

By Jiao Pei 

The EDF Group was one of the 
first foreign companies to go in the 
west of China (Laibin B project 
in Guangxi), says Jean-Christophe 
Delvallet, EDF China representa- 
tive. 

“There is a big potential in the 
west, producing electricity faraway 
from large cities and transporting 


it to areas of high demand. We are 
a state-owned company, which has 
a history of cooperation with gov- 
ernment. We fit in with the “Devel- 
oping the West” policy set by the 
Chinese government and will fol- 
low it in the future. ” 

EDF has diversified from its 
roots in the nuclear power sector. 
Project manager Zhou Wei says 


the company is offering services 
and solutions for the 2008 Olym- 
pics in Beijing in the fields of 
energy and environment, urban 
services and sport site. “For Ca- 
noe Kayak games we want to 
contribute with our technology 
and experience from the Sydney 
and Athens Olympics. Now we 
are preparing, listening to sug- 


gestions from different authori- 
ties, and trying to adapt to the 
special conditions of Beijing to 
meet its needs. We can offer a 
package from the very beginning 
to the post-Olympics phase.” 

This Feb. the EDF Group de- 
cided to establish its Asian Branch 
headquarter in Beijing and rein- 
force its China policy 



Jean-Christophe Delvallet, 

EDF China representative 

Photo by Qu Liyan 


Johnson Waits for Service Green Light 


By Chen Ying 

Johnson Controls is eager to ob- 
tain a service license in China in the 
wake of the country’s WTO entry. 

Johnson Controls provides equip- 
ment and automation management 
systems for buildings as well as au- 
tomobile production lines. Its Beijing 
branch mainly focuses on energy-sav- 


ing, environmental control, fireproof- 
ing, lighting and industry control 
equipment, which has been installed 
in many large buildings in the capi- 
tal, such as Beijing Oriental Plaza, 
and Beijing Henderson Centre. 

But the company is not satisfied 
with just selling the equipment. “As 
a building company, we need to be 


close to the building, close to our 
customers,” said Rob Moult, director, 
Asia Pacific Operations. 

“If we only sell production as a 
trading company, we can do that 
from Hong Kong.” 

Johnson Controls currently ser- 
vices the equipment it installs, but 
its aim is to operate the whole build- 


ing. 

‘We don’t have a service license 
because we’re a foreign company,” 
said Moult. “Therefore we can’t sup- 
port customers on 75 percent of their 
costs. Service is the core of our busi- 
ness. Once we have the opportunity 
to be in service, we’ll triple or qua- 
druple in size.” 



Sun Grows Research in China 


By Sun Ming 

Sun Microsystems opened the 
Sim China Engineering and Re- 
search Institute (ERI) in July 
2001. 

According to Dr. Gong Li, the 
first managing director of ERI, 
availability of a large pool of soft- 
ware developers, lower costs, and a 
growing market are the main fac- 
tors that make China an attractive 
place to start such an undertak- 
ing. 

ERI is primarily a software R&D 
facility, headquartered in Beijing. 
It was set up as a peer to Sun’s 


R&D facilities in the US and other 
parts of the world. As such, ERI’s 
product and technology focus is on 
global products. It is more focused 
on engineering - or product devel- 
opment - than pure research. 

For a number of years, Sun has 
been driving an initiative called 
GlobalEngineering, which aims to 
shift more than 51% of its R&D 
activities outside of Silicon Valley, 
where Sun was founded 20 years 
ago. Globalizing Sun’s engineering 
work force not only ensures that 
Sun can tap into the vast talent 
pool around the world, it is also a 


strategy to mitigate risks. 

Dr. Gong, who is a native of 
Beijing with study and work expe- 
rience in the UK and the US, says 
he is very excited to bring back to 
China not only core technologies 
from Silicon Valley, but also its en- 
gineering culture. 

“Once our engineers walk 
through the doors of ERI, we want 
them to feel as if they are in Santa 
Clara,” he says. ‘We even shipped 
our brand new furniture all the 
way from the US. We recruit the 
brightest minds, who want to inno- 
vate and want to have an impact 


on the world. Sun offers a great 
platform for great engineers to per- 
form and achieve. Java is a prima- 
ry example.” 

When Netscape 6.2.2 for Solar- 
is ships at the end of April, this 
will be Sun’s first major worldwide 
product release in which 80% of the 
engineering is done in China (the 
other 20% was done in the US). 
Since July 2001, ERI has grown to 
over 100 people. Sun’s plan is to 
grow it to 450 people over three 
years. To accommodate its rapid 
growth, ERI will move into Tsing- 
hua Science Park in May. 



Dr. Gong Li, 

the first managing director of Sun China’s 
Engineering and Research Institute 

Photo provided by Gong Li 


Hitachi Inspires Rapid Progress 


By Chen Ying 

Hitachi launched a new brand 
management program, “Inspire the 
Next”, in September 2001. On the 
basis of this program, Hitachi plans 
to increase its sales in the Chinese 
market to US$4.5 billion in 2005 
from US$1.15 billion in 2000. 

Hitachi focuses on developing 
information technology, electric de- 
vices, consumer appliances and dig- 


ital media in China. 

Among the information and 
communication fields, Hitachi 
stresses the development of four 
projects - a bank deposit plan, next 
generation communication network 
technology, applied finance termi- 
nal technology and e-govemment 
and e-business systems. 

To develop these projects, Hita- 
chi set up an R&D center in Hi- 


tachi (China) in 2000, including 
two research offices - one dealing 
in mobile phones, and the other 
studying next generation mobile 
network systems. 

The company also cooperates with 
local academies. Hitachi set up the 
China CyberGovernment Square in 
Beijing Polytechnic University on Oc- 
tober^, 2001 to promote its e-gov- 
emment ideas in Beijing. 


Tsinghua-Hitachi Ubiquitous IT 
joint lab was created on October 22, 
2001. Cooperating with one of Chi- 
na’s most famous universities, Hi- 
tachi wants to develop research on 
IPv6 next generation mobile net- 
work systems, construction for next 
generation mobile network archi- 
tecture and service quality control 
systems for next generation mobile 
networks. 



Masao Hisada, 

director & president of Hitachi (China), Ltd 

Photo by Qu Liyan 


Intel Chips into Cell Phones 


By Yang Xiao 

Intel China’s development is set 
to rely increasingly on telecommuni- 
cations, says Yang Xu, general man- 
ager of Intel China. 

“Just a few years ago, there was 
no chip technology in the telecommu- 
nications field, but now, with more 
and more visual, audio and digital 


communication which needs power- 
ful chips, the field invites Intel to 
come into play.” 

In February, Intel introduced a 
new family of microprocessors spe- 
cifically designed to bring high per- 
formance and long battery life to 
wireless communications devices. 
The added performance and power 


savings from the new Intel proces- 
sors come at a time when significant 
amounts of data are beginning to be 
processed on wireless devices. 

“Consumers today want to access 
the Internet, share information and 
stay connected wherever they go, 
and that puts significant processing 
demands on their cell phones and 


personal digital assistants,” said Pe- 
ter Green, General Manager of In- 
tel’s Handheld Computing Division. 
“These demands will only increase 
over time. The new Intel XScale mi- 
croarchitecture-based processors de- 
liver longer battery life and increased 
computing power for accessing the 
Internet.” 



Yang Xu, 

general manager of Intel China 

Photo provided by Intel China 
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Companies Worry, Whine and Wail 
about Their Experience in China 


By Ivy Zhang 

For the 44 Fortune 500 company spokes- 
men and spokeswomen interviewed by Beijing 
Today, when it comes to operating problems, 
most don’t want to comment. 

But some do take a chance on speaking 
up. China is not a utopia, they politely sug- 
gest. Foreign companies promoting their busi- 
ness confront problems of all different kinds. 

Here is a summary of the problems our 
reporters were fed when interacting with rep- 
resentatives from 44 big fish. 

Regulatory environment 

When doing business in China, foreign 
companies find regulations totally different 
from other places. Some complain the gov- 
ernment regulates too much. 

“In western countries, the economy more 
or less develops in a natural way,” said Greg 
Collins (Flextronics). 

“But in China, if the government doesn’t 
do anything to regulate the economy, they are 
afraid of impropriety in the direction of eco- 
nomic development. Also many western com- 
panies have to plead for clarification of unique 
economic rules in China which they haven’t 
experienced or seen in other countries.” 

Companies like Bridgestone and Dentsu 
target the problem in a more specific, less 
sensitive way. 

“The Chinese government still has strin- 
gent control over import quotas for natural 
rubber,” said Seikun Greg Minami (Bridges- 
tone). 


Shoichi Yamamura (Dentsu) said, “Some- 
times when our business was in a specific 
period, it would have to be stopped by some 
related organizations due to our lack of cer- 
tain knowledge about regulations in China.” 
Market restrictions 

Like the regulatory environment, the Chi- 
nese market restrictions prevent foreign com- 
panies from pursuing their business at full 
steam. As the market is not fully open, it’s 
hard to plan. 

Foreign insurance companies anxiously 
await operating licences. They have no idea 
about when and how to obtain one, according 
to AMP of Australia and Standard Life Insur- 
ance Corporation of the United Kingdom. 

The first obstacle for Honeywell does not 
lie in the opening of market, but the value 
of the Chinese market. Honeywell started to 
invest in China in 1995. 

“If judging the market only by statistics like 
GDP, underestimation is inevitable, while if 
based on buildings in the city the result will be 
exaggerated. Honeywell did overestimate the 
Chinese market with its first investment,” said 
Jeff Song (Honeywell). 

Investment environment 

The lack of advanced and complete finan- 
cial systems in China causes trouble for for- 
eign financial institutions in their business 
development. 

“The most tricky barrier is the lack 
of a personal or business credit system 
in China,” said Guo Zhonghua (Canadian 


Imperial Bank of Commerce). 

“It’s difficult to learn basic information about 
our clients. The huge fortunes of some of our 
clients, for instance, are hard to define as 
legal income.” 

Local protectionism thrives. “I don’t under- 
stand why the pickup was restricted in the 
capital. There is no problem with the safety 
and emissions of the Nissan pickup,” said 
Tomihei Shigeno (Nissan). 

Information industry 

In the information era, all businesses pay 
attention to the collection of information. But 
the information system in China is rarely 
able to help them locate what they want. 
IT companies especially suffer from the spi- 
noffs. 

“A major problem we met is finding raw 
materials. And a direct reason for this prob- 
lem is the lack of a smooth information flow in 
China. The IT industry in China is less devel- 
oped, and it is very hard for 3M to obtain infor- 
mation on suppliers and distributors of raw 
materials,” said Cheng Xiangyang (3M). 
Business partners 

When teaming up with local partners, some 
foreign companies are dissatisfied with their 
other half and they find it difficult to forge a 
happy marriage. 

“Texas Instruments has established a rela- 
tionship with ten odd Chinese mobile phone 
manufacturers. The biggest problem faced by 
the Chinese manufacturers are their compar- 
atively low technology standard,” said David 


Chen (Texas Instruments). 

Ben Foskett (AMP) explained further. “It’s 
difficult to find a partner. Is it just money? Is 
it political connections that you need to make 
things happen? Is it the distribution capabil- 
ity? There are a whole range of issues we 
need to consider in selecting our partners.” 
Others 

An old Chinese saying goes, “Each has 
his own hard nut to crack” or “To each his own 
trouble (— 

Each company has its own particular con- 
cerns. 

Goodyear is concerned with the education 
of consumers. 

“It seems Chinese users lack knowledge 
about how to obtain the best results using our 
tires. Some are used to using over-inflated 
tires to run faster, but the stability will be 
reduced. 

“Some may also ignore when there is no 
air in the tire and keep on driving. These two 
trends are real problems,” said Michael J Mar- 
tens (Goodyear). 

Shoichi Yamamura (Dentsu) said the 
market environment in China is very compli- 
cated. “Some clients may default the fund, 
which is mainly due to their poor manage- 
ment.” 

The diversity of regions between East and 
West is a problem to ThyssenKrupp. “It is dif- 
ficult for the company to hire a qualified clerk 
in an undeveloped area,” said Pan Li (Thys- 
senKrupp). 



Insurance Firm Wrestles with Books 


Ben Foskett, 

chief representative of AMP Limited Beijing 
representative office 

Photo by Qu Liyan 


By Ivy Zhang 

Waiting for its operating license, 
AMP meanwhile addresses a short- 
age of actuaries and distribution 
methodology in China, according 
to Ben Foskett, chief representa- 
tive of AMP Limited Beijing repre- 
sentative office. 

AMP, the 153-year-old insur- 
ance company based in Australia, 
set up its representative office in 
Beijing in 1997. 

“When our business is up and 
running, we’ll need a strong actu- 
arial profession in China. There 
are very good actuaries in China, 
but they are far too few,” Foskett 
said. 


He told Beijing Today there 
are less than 20 internationally 
qualified Chinese actuaries in 
China. In contrast, there are 
somewhere between 120 and 150 
internationally qualified actu- 
aries in AMP’s head office in 
Sydney, Australia. 

“Australia represents about 30 
percent of our global business,” 
Foskett said, ‘We are among the 
top 25 insurance companies in the 
world. China is very short of inter- 
nationally qualified actuaries.” 

As to the distribution method- 
ology, foreign insurance companies 
need to employ agents to sell their 
products under the existing rules 


- companies like China Life, Ping 
An, Taikang and China Pacific. 

“Identifying, training and 
keeping a professional high qual- 
ity distribution force will be a big 
issue for us,” Foskett said. 

By far, the majority of life 
insurance in China is sold by 
individual agents based on face- 
to-face conversations with people. 
Whereas in Australia or UK, 
USA or Europe, there is a whole 
range of distribution methodol- 
ogies including agents, brokers, 
independent financial advisors, 
direct sales by advertising and 
the Internet. 

“As to the distribution methods, 


AMP is going to deploy in China, 
the answer depends on what we are 
allowed to use because the distri- 
bution is strictly controlled at the 
moment,” Foskett said. 

“It’s predominately agents 
working for individual insurance 
companies. There is no such thing 
as a financial advisory network 
in China at the moment, but I 
think it will come.” 

“As to when, I think it’s 
very difficult to put a time on it 
because China moves very slowly. 
Suddenly, they make a big move. 
But things will be very different 
to what we see today in the next 
five or ten years. ” 



Fake Pickups Niggle Nissan 


Tomihei Shigeno, 

chief representative of Nissan Motor 
Beijing 

Photo by Chen Shuyi 


By Jiang Zhong 

Chinese bought 100,000 pick- 
ups last year, 80,000 fake. 

Tomihei Shigeno, chief repre- 
sentative of Nissan Motor Beijing, 
is disappointed. 

He highlights the figures with 
a red marker and says, “Our 
assembly line in Zhengzhou can 
output 30,000 pickups annually. 
But we only sold 7,000 last year, 
the best result since 1996 when 
the first Zhengzhou Nissan pickup 
rolled off the line. We had to cut 


down output to minimize losses.” 

Regional protectionism is 
responsible for the situation, says 
Shigeno. 

“Our pickup is suitable for city 
and country use. I often see people 
transport large goods such as bicy- 
cles in half-open trunks of their 
cars down Changan Avenue. 

Locally made pickups of infe- 
rior quality and tragic safety per- 
formance sell well at prices half 
that of a Nissan product, he says. 

“These manufacturers have no 


modern production means, eco- 
nomic scale and most importantly, 
the consciousness of responsibil- 
ity for the drivers’ safety, not 
to mention consciousness of cus- 
tomer service. 

“However, their products sell 
well in their respective province, 
because the local government has 
imposed trade barriers against 
superior Nissan products in the 
name of protecting its local native 
industry.” 

Other foreign manufacturers 


also suffer from this, he says. 

“The locals even prefix Ri 
Chan Xing (Nissan Style) before 
the brand of the product,” he 
said. 

“Anyhow,” he gives a long sigh. 
“We made profits for the first time 
last year - 25 million yuan before 
tax, which shows that our situa- 
tion is becoming better and better. 
I think with the fulfillment of 
Chinese government’s WTO com- 
mitments, we will have a bright 
future.” 


Catch 22 for Construction Company 


By Wang Dandan 

Shimizu Corporation entered 
the Beijing market in 1984. 

“We came for the public bid- 
ding of the Capital Mansion,” 
said Zhu Shuangrong, Beijing 
office representative of the Shi- 
mizu Corporation. “We won the 
bidding as a matter of fact. How- 
ever, the policy at that time 
didn’t allow any foreign construc- 
tion companies to undertake the 
whole building’s construction,” 
she said. 

Shimizu’s strongest concern 
is when China will completely 
open up policy to allow pure 


foreign construction companies 
to engage in construction in 
Beijing. 

“It was the policy, you see, at 
that time, that a foreign construc- 
tion company was not allowed 
to manage all of construction, 
only part of it,” Zhu told Beijing 
Today. 

Real estate has been develop- 
ing fast in China and is attrac- 
tive to construction companies. 

“We hope that one day local 
people can live in an apartment 
totally planned, designed, con- 
structed, managed and main- 
tained by Shimizu Corporation,” 


Zhu said. 

“We will invest more in China 
when the policy is totally open to 
foreign construction companies 
after the entry to WTO and it 
will not be a long time after.” 
Each time Shimizu starts a 
new construction project in cities 
in China, the company must 
apply for a certificate in that city, 
she explained. 

“It would be better if the gov- 
ernment regulate a certificate 
that suits all cities in China. 
However, on the one hand, when- 
ever we want to apply for a 
project, we have to get the con- 


struction certificate.” 

Without the certificate, no 
project is allowed to start, she 
said. 

“On the other hand, we won’t 
be given the certificate without 
an approved project. We are 
trapped in a classic Catch 22.” 

Chinese workers are very hard 
working and intelligent, she said 
but they still need to learn more 
about professional construction 
standards. 

“And we hold different ideas,” 
she said. 

For example, when making a 
door, it is necessary to assure the 


door quality and never let users 
come back and complain. 

“We ran into a case in Panyu, 
Guangdong province, when we 
built storage for a factory. 

“The worker didn’t follow the 
rules and later there were some 
cracks on the wall. We compen- 
sated the factory for the inconve- 
nience caused.” 

It was a small case, but worth 
remembering, said Zhu. 

“I’ve been working here since 
opening and reform began and 
hoping before I get too old, the 
policy will be opened to foreign 
construction companies.” 



Pharmaceutical Firm Focuses 
on Intellectual Property Rights 


By Zhu Lin 

Novartis’ chief concern in 
China’s pharmaceutical market 
is intellectual property rights. 


“The protection of intellectual 
property rights in China has 
been improving steadily and sig- 
nificantly over the past decades,” 


said Paul Lau, Country presi- 
dent of Novartis China. 

“I fully believe that with Chi- 
na’s accession into the WTO, 


the enforcement and implemen- 
tation of relevant laws and 
regulations will be further 
strengthened.” 


Paul Lau, 

Country president of Novartis China 

Photo by Louge 


Chinese Mechanics Compete 

By Jiang Zhong 

To some, the Nissan Inter- 
national Service Technical 
Excellence Contest might 
seem simply like a contest for 
car mechanics. 

But Nissan sees it as more 
than a contest. The company 
calls it a celebration of techni- 
cal excellence and procedure. 
It isn’t enough for mechanics 
to fix the vehicle, but they 
have to show respect for the 
customer and their property. 
Competitors lose marks if they 
don’t put use a seat cover or 
floor mat protector because 
that’s part of standard operat- 
ing procedure. 

The contest has been held 
in Japan once every two years 
during the past 12 years. Chi- 
nese mechanics participated in 
the contest six years ago, and 
they have been successful. 

Yuan Junhai, 33, of Beijing 
Nissan Authorized Service 
Center, won second prize in 
Japan in 1997. Jiang Shuiguo, 
Guangzhou Dah Chong Auto 
(Nissan) Service Company, 
won third prize next in 1999. 

The 2001 global contest was 
postponed until this October 
due to September 11th events. 
However, the Asian selective 
trial went ahead anyhow. The 
top three mechanics all come 
from China: Beijing, Hong 
Kong and Taiwan. 

All Nissan dealers in China 
have been asked to participate 
in the event, through which 
Nissan expects to improve its 
service quality in China. 

Novartis Proud History 

By Zhu Lin 

Established in 1997, Novar- 
tis China’s best business is 
in pharmaceuticals. “The com- 
pound growth rate has been 20 
percent in the past five years,” 
says Paul Lau, Country Pres- 
ident of Novartis China. In 
2001, sales of Novartis China 
were 1.06 billion yuan, posting 
sales growth of 12 percent. 

The history of Novartis in 
China can be traced back to 
1886, when Swiss company 
Geigy began to promote dye- 
stuff in China. Johann Rudolf 
Geigy had started trading in 
dye goods and spices in Basel, 
Switzerland in 1758. 

In 1979, Ciba-Geigy set 
up its Beijing representative 
office and in 1987 founded 
Beijing Novartis Pharma. In 

1996, Ciba and Sandoz merged 
to form Novartis, and Paul 
Lau came to Beijing to direct 
the merger in China. Novartis 
Country Organization China 
was established in Beijing in 

1997. 

“It was a hard time,” said 
Lau, recalling the merger 
period. “But I’ve managed to 
keep the talent for Novartis.” 

Lau is confident about his 
ability to judge people. “During 
a short meeting, usually I can 
tell whether or not this person 
can fit into my team,” he said. 

Talking about the Beijing 
market, Lau said, “The Chi- 
nese market has been grow- 
ing very fast these years. 
But Beijing is not our biggest 
market in China. Maybe 
Shanghai is.” 

We Are Instruments 

By Su Wei 

TI (Texas Instruments) 
staff seldom say “I” or “we”. 
When TI staff talk or chat with 
non-TI staff, they say things 
like, “As TI has seen,” or “TI’s 
policy is” or “ TI once said”. 

Beijing Today would ask 
a standard question during 
interview, like “What do you 
think?” and Nie Xiaoli, man- 
ager of corporate and market 
communications, or Wang 
Yuqi, specialist of corporate 
and market communications 
or David Chen, senior sales 
manager of semiconductor 
sales & marketing would 
answer, “TI thinks” or “TI 
believes”. 

It even began to infect the 
reporter who started to ask 
questions like “What are the 
future plans for TI?” or “It 
seems that TI...” and so on. 
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Respect Pays Off 
with Post-it Notes 

By Sun Ming 

3M (Minnesota Mining 
Manufacturing) allows their 
research workers to spend 
15 percent of work time do- 
ing their own personal busi- 
ness. If inspiration rushes 
into their mind or they 
think some assumption will 
be effective, the company 
encourages them to take it 
into research, regardless of 
its relationship to their own 
work. There is one very fa- 
mous example. 

In 1968, 3M research 
scientist Spence Silver de- 
veloped a new adhesive, 
which formed itself into 
tiny spheres with a diam- 
eter of a paper fiber. The 
spheres would not dissolve, 
could not be melted, and 
were very sticky individu- 
ally. But they did not stick 
very strongly when coated 
onto tape backings. 

Silver knew that he had 
invented an unusual new 
adhesive but he didn’t know 
how and where it could be 
used. So he started giving 
seminars and presentations 
on his adhesive. 

The strange adhesive in- 
trigued Art Fry, a new-prod- 
uct development researcher 
who had attended one of 
Silver’s seminars. Fry used 
to be frustrated at how 
his scrap paper bookmarks 
kept falling out of his 
church choir hymnal. 

In a moment of pure “Eu- 
reka,” Fry realized that Sil- 
ver’s adhesive could make 
for a wonderfully reliable 
bookmark. The broader con- 
cept of the Post-it Notes 
soon followed, along with 
paper tapes and labels us- 
ing Silver’s adhesive. 

Fry insisted 3M as the 
company to do it. From 1981, 
3M began to produce prod- 
ucts and now Post-it Notes 
have become one of the best 
known of all 3M products. 

Mitsubishi Manages 
Information Network 

By Li Dan 

Mitsubishi has the biggest 
information center in Japan. 
The Japanese giant’s head- 
quarters has an amazingly 
powerful information network 
that monitors the world. 

Everyday research fel- 
lows collect information, an- 
alyzing foreign exchange 
rates, trends, stocks and es- 
pecially oil prices. 

“You can find house pric- 
es in Santiago, Chile, or the 
latest prices of cabbages in 
Moscow from any computer 
in the headquarters of Mit- 
subishi in Tokyo,” says Li 
Dong, managing director of 
Mitsubishi China. 

“In the days before ad- 
vanced computers, the daily 
faxes we sent out to other cit- 
ies could circle the earth more 
than three times,” says Li. 

As Mitsubishi has this 
worldwide analytical net- 
work sometimes they are 
faster getting the latest 
news than an embassy. They 
report earthquakes, fires 
and floods and even political 
events around the world. 

Breakfast Coupon 
McBrainwave 

By Sun Ming 

Managers of Beijing Mc- 
Donald’s spend 15 minutes on 
open free talk when they hold 
monthly meetings. They just 
chat with colleagues about 
something they find interest- 
ing and not necessarily con- 
nected to the company. 

In 2000, an employee 
complained he couldn’t 
snatch enough time to have 
breakfast at home and had 
no place to buy food on his 
way to McDonald’s. Such 
complaints also came up 
among others. 

From then on, McDon- 
ald’s started its breakfast 
coupon campaign, handing 
out discounts to frantic com- 
muters scuttling to work. 


Companies Suggest Capital 
Better Shape Up after WTO 


By Zhao Pu 

Foreign companies of the Fortune Global 
500 offered their suggestions on improving 
the city. Beijing Today found they are all con- 
cerned about the city’s environmental prob- 
lems. They also all share the hope of city 
policies creating and ensuring a more open 
and transparent market. 

Environment 

Most companies interviewed showed con- 
cern about Beijing’s environment and offered 
suggestions on dealing with air quality, water 
shortages and dust storms. 

To improve the city air quality, Lai Linsh- 
eng (McDonald’s) revealed a plan to get their 
customers involved. “We will ask our cus- 
tomers to donate their old newspapers from 
home, and we can use the money earned 
from selling old newspapers to buy saplings 
for Beijing,” said Lai. 

Japan Energy and Bertelsmann are both 
concerned with the water shortage pressure 
at Beijing. “The south-to-north water diversion 
project will help to relieve the pressure hope- 
fully,” said Kiyoshi Asano (Japan Energy). 

“Little water brings about dry weather and 
make the city less attractive,” said Ekkehard 
Rathgeber (Bertelsmann). He thinks an at- 
tractive living environment is the first thing to 
accomplish to create a prosperous Beijing. 
“A better environment also means more in- 
vestment,” he said. 

Transportation 

As one of the biggest cities in China with 
a population of 13 million, traffic congestion 


in Beijing has become a major problem for 
its citizens. 

In the interview with the Global 500 in 
Beijing, Beijing Today heard some sugges- 
tions on this issue. 

According to a car manufacturer from Italy, 
the private car is not the solution to city traffic. 
On the contrary, it will worsen traffic if an ill-con- 
sidered traffic management system is adopted. 

“The key to the problem is management,” 
said Franco Amadei (Fiat). “The government 
should intensify the diversity of transport 
means. The subway is one effective solution, 
and more public transport is the final solution.” 

Frederic Gossot (Air France) is looking 
forward to an express link (train, subway) 
between downtown and the airport with the 
possibility of check-in (passenger and lug- 
gage) from the city. 

Catherine Liu (Saint-Gobain) also has sug- 
gestions for the airport. “It would be great if 
the taxis at the Beijing Capital Airport can be 
arranged like Shanghai,” said Liu. “That is, 
to divide the taxis into two queues instead of 
one, according to their meters.” 

“The short distance in one line and the 
long distance in another to make both the 
taxi drivers and passengers happy.” 

Policy 

As foreign companies invest in China, 
some interviewees appealed to the gov- 
ernment for policies ensuring a more open 
market and better coordination between the 
government and companies. 

Last year, responding to China’s entry to 


the World Trade Organization, Premier Zhu 
Rongji promised the government would con- 
stitute a law to make the market more open 
and transparent. 

Hitachi applauded this decision, but Ma- 
sao Hisada (Hitachi) thought the regulations 
are still ambiguous. “Also the government 
should pay more attention to intellectual 
property,” he said. 

Lai Linsheng (McDonald’s) expressed his 
hope to be informed of new laws and regula- 
tions sooner and faster, to help McDonald’s 
develop plans. 

“We have two suggestions,” said Roger 
Heng (Bank of Montreal). “One, liberalize the 
limited convertibility of the current account, 
which can serve China’s status after WTO 
access and benefit the country. Two, com- 
bine the activities of commercial banks and 
investment banks, to give more impetus to 
domestic banks.” 

City planning 

New York Life and Standard Life, two repre- 
sentative offices of life insurance in Beijing, com- 
pared Beijing and Shanghai in city planning. 

“The city planning of Beijing needs to be 
improved, compared with Shanghai,” said 
Amy Zhu (New York Life). “The layout of 
Shanghai city seems to be well arranged, 
while Beijing turns out to be loose, lacking a 
particular style.” 

Rayne Zong (Standard Life) shared the 
same perspective with her counterpart on this 
point. “In comparison with Shanghai, Beijing’s 
comprehensive planning is less developed. 


For example, taking a taxi in Shanghai, you 
will find the taxi driver greets you in a standard 
way, with a clean car and gracious service.” 

“But in Beijing, both the driver and the car 
are less pleasant in most cases.” 
Miscellaneous 

Dow Chemical: Chemical plants should 
be allowed in suburban Beijing. 

Canadian Imperial Bank of Commerce: 
To enhance information communication, 
Beijing government should organize chief 
representatives of foreign banks in Beijing or 
its branches to hold some meetings for infor- 
mation communication. 

Sun Microsystems: Chinese companies 
should abide by international regulations. 

Fiat: Beijing should improve its service. 
The infrastructure of Beijing is satisfactory, but 
Beijingers’ weak service culture is a problem. 

Franco Amadei (Fiat) said, “Three years 
ago, I tried buying a medicine through the 
telephone one night in Nanjing. In half an 
hour, the medicine reached me.” 

“No delivery fee had been charged. 
Nanjing features many round-the-clock 
shops, which supply friendly service. How- 
ever, I have never received such service in 
Beijing. Beijingers should improve service 
consciousness.” 

AMP: China needs to fund a pension sys- 
tem. China has a rapidly aging population. Its 
peak will occur somewhere around 2025 to 
2050. It’ll become a really big problem in 25 to 
50 years. What China needs to do is to start 
funding a different pension system. 


Chinese Green Card Hardest to Obtain in World 


By Li Dan 

He suggests three things. Li 
Dong, managing director of Mit- 
subishi China, a native Beijinger 
who now holds Japanese citizen- 
ship, tells how he sees it to Beijing 
Today. 

First is to authorize interna- 
tional corporations to establish 
their own companies in Beijing 
and China as soon as possible. 

“Take Mitsubishi for example, 
it has been more than 20 years 
since we entered the Chinese mar- 
ket in the late ’70s. We still don’t 


have our own company, but a rep- 
resentative office or agencies in- 
stead.” 

Second is that the individual 
tax rate is too high to bear. “Espe- 
cially for foreign representatives 
living here a long time, the cur- 
rent tax rate approaches 40-45 
percent!” 

“This kind of tax policy is rath- 
er unfavorable in attracting qual- 
ified foreign personnel. Besides, 
there’s no different treatment be- 
tween foreigners who pay taxes 
and who just come for travel or 


a short business trip and do not 
pay tax at all.” 

Third, why doesn’t China issue 
green cards? 

“The Chinese green card is 
probably the hardest to obtain in 
the world. It has taken me seven 
years without any result but in 
other countries after four or five 
years you get one.” 

“Not only this, each year we 
spend some three weeks to go 
through diverse and complicated 
formalities and during this time 
we can go nowhere! Not granting 


green cards means we are always 
looking back over our shoulders.” 

Li’s only wish for the future is 
that foreign companies in China 
could experience less interference 
and resistance from local govern- 
ment. 

“For the 2008 Olympics, my 
personal opinion is that it should 
be conducted by individuals or 
companies through open bidding. 
The best quality will only come 
about through market forces. The 
Olympics in Los Angles in 1984 is 
a successful example.” 



Li Dong, 

managing director of Mitsubishi China 
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Dentsu Worries about Changing Billboard Policies 


By Xiao Rong 

With 70 percent of its clients 
Chinese local enterprises, Dentsu 
China promotes localization and 
puts forward the following sug- 
gestions to Beijing. 

“It’s important for the foreign 
investment party to possess cer- 
tain management control in a 
joint-venture advertising agency 
to give full play,” said Shoichi 
Yamamura, corporate representa- 
tive-China of Dentsu, also man- 
aging director and CEO of Dentsu 
China. 


He said Dentsu China had to 
incorporate in Hong Kong due to 
China’s current policy that for- 
eign advertising agencies, cate- 
gorized as service industry, are 
prohibited from operating in Chi- 
na on their own. 

When talking about Beijing’s 
latest regulations to dismantle 
outdoor billboards that harm the 
appearance of the city, Yamamu- 
ra expressed his view as an ad- 
vertising professional. 

“The function of commercial ad- 
vertisements should be fully con- 


sidered, although it’s necessary to 
beautify the city,” he said, “Oth- 
erwise, the new stipulation may 
bring about unfavorable effects to 
Beijing’s commercial environment. 
Consequently, Beijing cannot com- 
pete with Shanghai in the outdoor 
advertisement environment.” 
Yamamura holds the view that 
it’s important for Beijing to pres- 
ent to the world an image of an 
open and international metropolis 
hosting the 2008 Olympic Games. 
“Beijing is not only China’s politi- 
cal center, but also the center of 


business and culture.” 

It is essential to maintain 
consistency in policy making of 
Beijing municipal planning and 
development, he suggested. 

“The regulation regarding 
where and how to set up outdoor 
ads should be specifically debated 
and stipulated. But once it is de- 
cided and the rules are in place, 
alterations must be minimized.” 
“It will cause confusion, distur- 
bance and distrust among foreign 
advertisers and investors if the 
regulation changes too often.” 



Shoichi Yamamura, 

managing director and CEO of Dentsu 
China 
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Honeywell Looks for Hungry City 


By Zhang Xiaoxia 

“You make money coming to 
Tianjin and spend money going to 
Beijing.” That’s what they told Jeff 
Song visiting Tianjin Technology 
& Economy Development Area 
where Honeywell has a wholly 
owned company. 

The Honeywell (China) In- 
vestment chairman believes this 
simple sentence makes a simple 
point: Beijing needs to be more 
competitive. 

Song suggests Beijing learn 


from other cities in China on how 
to create a more attractive envi- 
ronment for investment. “Every- 
thing costs more in Beijing,” he 
jokes. 

Song regards Beijing as a dif- 
ferent city compared to others 
in China. As the capital, Beijing 
can almost automatically attract 
international companies to set 
up their headquarters. But every 
other city in China is working 
hard to improve their business 
environment and to sell their city 


to potential investors. 

The head offices of multi- 
national companies in Beijing 
have created job opportunities 
for business professionals and of- 
fice staff. However, according to 
Song, Beijing needs to create a 
variety of job opportunities for 
all residents with different ed- 
ucational backgrounds and skill 
levels in order to have a vibrant 
economy. 

Beijing now lacks competi- 
tiveness in attracting this wider 


range of investment compared to 
other cities, even compared to its 
close neighbor Tianjin, he says. 

China’s entry to the World 
Trade Organization is changing 
society, not just industry. The role 
of government is changing. 

“Beijing should stop overly re- 
lying on being close to the cen- 
tral government to attract foreign 
business. Beijing should develop 
a comprehensive strategy and ex- 
ecute it well in the coming year,” 
Song says. 



Jeff Song, 

chairman of Honeywell (China) Investment 
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To Paint Skyscape in Pretty Colors 


By Sun Ming 

Beijing has many tall build- 
ings, but they look monotonous, 
she says. 

“They will look better with 
a picture decorated on the sur- 
face,” says Nai Fang, chief rep- 
resentative of Beijing office, 3M 
(Minnesota Mining Manufactur- 
ing) China. “3M can make Beijing 
more beautiful with our big out- 
door posters.” 


Wang Wei, engineer in charge 
of the promotion of the posters, 
says the poster technology em- 
ploys a sticky glassy membrane. 
The transparency does no harm 
to the lighting of the rooms in 
the building, and it can be re- 
moved when not needed. By stick- 
ing them on the outer wall of the 
tall buildings, a beautiful picture 
can be constructed. 

“In foreign countries there are 


many skyscrapers with huge post- 
ers on the outside, which are 
very pretty,” said Wang Wei. In 
2000, when Sydney was hosting 
the Olympics, 3M’s posters were 
used to decorate a complex of four 
buildings. Every tall building had 
a sports poster on one of its walls. 

However, 3M met difficulties 
promoting its product in Beijing. 
According to Nai, the Industry 
and Business Administration of 


Beijing will not permit posters on 
the outer wall of skyscrapers. 

“Now we are preparing further 
data and wish to persuade them,” 
said Nai. 

According to Wang Wei, there 
is already a skyscraper with huge 
posters in Shanghai, and the effect 
is fairly good. Chengdu is also un- 
der discussion. “If Beijing can be 
more open on this, she will be more 
like an international metropolis.” 



Nai Fang, 

chief representative of Beijing office, 3M 
China 
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Global 
Compa nies 
Show off 
Strengths 
in Beijing 


Roger Heng, 
vice president 
and general 
manager of Bank 

Seeks Niche in China Market of “« 


Canadian Bank 


The Fortune 
Global 500 
cover a variety 
of business 
fields. Their 
entry into China 
has brought 
more than new 
products, work- 
ing opportunities 
and fresh ideas. 
Here Beijing and 
Fortune Global 
500 are both 
learning what 
business is. 


By Zhao Hongyi 

The website of the Bank of Montreal (BMO), 
aside from the English and French versions, now 
boasts a Chinese version. 

“It shows the great importance we attach to the 
market here,” says Roger Heng, vice president and 
general manager of Bank of Montreal in China. 

Unlike the banks combining wholesale and 
retailing business, BMO prefers to be a niche player 
focusing on business like trade financing, corporate 
banking and treasury business to foreign funded 
enterprises in China. 

“In the process of increasing our business here, 
we pay attention to bringing and accumulating 
credit resources built up in our home market to 
China, which we believe is important in the finan- 
cial industry, and gives a good example of how to 
build up such a credit sources system and how to 
use it here,” says Heng. 

He added, “BMO has branches in Beijing, 
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Guangzhou and Hong Kong, as 
well as a representative office in 
Shanghai early this year. We have 
lined up for both foreign currency 
business and RMB business for 
our customers. We are so excited 
about the new business we can do 
after China entered WTO. 

“Our bank is positioned well in 
China and serves our customers both 
at home and in this exciting new 
market in China,” Heng stressed. 


Industrial Parks 
Enhance Productivity 


Greg Collins, 
vice president of 
Flextronics Shanghai 
and North 
China Operations 


By Jiao Pei 

“The core of Flextronics glo- 
balization tactics is its unique 
industrial park concept”, says 
Greg Collins, vice president of 
Flextronics Shanghai and North 
China Operations. 

According to Collins, the 
traditional industrial park is 
an administrative concept. It is 
an area designated by govern- 
ment in which special economic 
and administrative management 
methods are practiced in order 
to attract foreign investments. 
However Flextronics industrial 
parks follow a “management con- 
cept,” and represent an advanced 
organizational method of the pro- 
duction process. 

Industrial parks give technol- 
ogy companies the opportunity to 


penetrate global marketplaces 
by offering a manufacturing 
infrastructure combining engi- 
neering services, manufacturing, 
and procurement and logistics 
management. Additionally, these 
parks integrate strategic suppli- 
ers who partner with Flextron- 
ics in order to contribute to the 
manufacturing and distribution 
of leading edge electronic prod- 
ucts, therefore becoming both a 
supplier to Flextronics and the 
local community. 

The Doumen Park has over 
3,000 employees, with 14 hect- 
ares of manufacturing space, 
focusing on the production of 
office equipment and consumer 
products. In April this year, the 
company announced the Shang- 
hai Jiading Industrial Park will 
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be established over the next three 
years, with the first phase due to 
open at the end of 2002. 

According to Ash Bhardwaj, 
President of Flextronics Asia 
Pacific Operations, Flextronics is 
“the world’s leader in electronics 
manufacturing services.” He says 
with Shanghai fast becoming Asia 
telecommunications center, the 
company is excited about enhanc- 
ing its presence in the region. 


Coca Cola Homes in on Chinese Flavor 


By Yang Xiao 

As the Chinese football team 
gears up for its World Cup debut, 
Coca Cola has been officially 
designated the Chinese national 
team’s drink. 

However Brenda Lee, direc- 
tor of Coca Cola’s External Affairs 
Division stationed in Hong Kong, 
says the American brand is trying 
to broaden its image by produc- 
ing drinks aimed specifically at 
the local market, such as the 
Smart series and Tian Yu Di 


water. 

The fact that China is the big- 
gest tea producing and consum- 
ing country is no doubt a factor in 
Coke’s decision to move into the tea 
beverages market with two new 
drinks: High-C and Lan Feng. Lan 
Feng is a honey green tea launched 
last year aimed at young pro- 
fessionals. High-C, also launched 
last year, is aimed at the teenage 
market. 

China’s tea beverages market 
is in the midst of a fierce com- 


petition. Kang Shifu Tea drinks 
and United Tea drinks currently 
dominate the market, however 
Wahaha, the purified water pro- 
ducer, has also staked out a claim 
with its 550ml drink that retails 
for just one yuan. 

‘We are not going to fight a price 
war. Mostly the cheaper drinks use 
tea powders. Ours are real tea. We 
have set up a research institute in 
Shanghai to come up with new fla- 
vors to appeal to Chinese consum- 
ers. We see tea beverages as just 


Brenda Lee, 
director of 
Coca Cola’s 
External Affairs 
Division 
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one step, neither the first nor the 
last,” says Lee. 



Goodyear Values 
Distribution Entrepreneurs 


Michael J Martens, 
chairman and president of 
Goodyear Dalian 
Tire Company Limited 


By Su Wei 

A good relationship with indi- 
vidual entrepreneurs is a key 
factor in achieving quick tire 
sales, according to Michael J 
Martens, chairman and presi- 
dent of Goodyear Dalian Tire 
Company. 

Martens says sales by individ- 
ual entrepreneurs account for more 
of Goodyear’s turnover than those 
to state-owned enterprises. 

“We provide all kinds of ser- 
vices and training programs, such 
as tire sales skills, tire main- 
tenance knowledge, car selling 
skills and finance management,” 
says Martens. 


Goodyear has found that the 
individual entrepreneurs are 
more flexible in their operation 
and are more able and willing 
to adjust their strategies to meet 
the market and accept the new 
concepts. “They like challenges 
and are always seeking improve- 
ments,” he says. 

“The state-owned enterprises 
are less flexible. However they 
are still important in this market 
and it will take time for them 
to adjust their policies to market 
conditions.” According to Mar- 
tens, Goodyear considers effi- 
ciency in all enterprises vital to 
its long-term profitability. 


One of the best-performing 
individual distributors is Beijing 
Huaxing Motor and Air-condi- 
tioner Service Center, run by Ai 
Hongyu. 

Ai was Goodyear’s first dis- 
tributor in China, even before the 
company actually invested here. 
He values the sales concepts and 
skills he has learned from Good- 
year, boasting, “Even if I sold soy 
sauce, I would still able to sell 
more than anyone else!” 

Ai is proud of being first 
among all the Goodyear tire dis- 
tributors in China. “I can sell 
at least 40,000 tires per month, 
even during the slack seasons.” 
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Martens says Goodyear is 
always looking for innovative 
individual distributors, and they 
are naturally happy with those 
who are able to sell more tires. 


US Insurer Confident on 
Covering China Market 


By Zhao Pu 

New York Life International, 
the overseas arm of the largest 
mutual life insurance company 
in the United States, is opti- 
mistic on its future performance 
in China after its ‘honeymoon’ 
with Chinese local non-insurance 
enterprise Haier Group. 

With the Chinese life assur- 
ance market gradually opening 
to foreign companies since WTO 
entry last December, a string of 
new partnerships between Chi- 
na’s large enterprises and over- 
seas insurers have come under 
the spotlight. 

Haier New York Life Insur- 


ance, a 50-50 joint venture 
between Haier and New York 
Life, is expected to start opera- 
tions in Shanghai by the end of 
this year. “We received a license 
from the China Insurance Regu- 
latory Commission last Decem- 
ber, and signed a cooperation 
contract with Haier two weeks 
later. We are acting fast,” says 
Amy Zhu, chief representative of 
New York Life’s Beijing office. 

Both parties are among the 
most respected companies in 
their own countries, with a loyal 
customer base. “Our quick 
‘marriage’ bases on mutual 
understanding and similar com- 


Amy Zhu, 
chief representative of 
Beijing Representative Office, 
New York Life International 


mitment to customers,” says 
Zhu. 

On future performance in the 
Chinese life insurance market, 
Zhu expresses confidence about 
building a national insurance 
company with Haier. “Our entry 
into the Chinese market is not 
blind, we have sound experience 
in the life insurance market for 
Chinese in the US and other 
Asian countries,” she says. 

New York Life is the biggest 
life insurance seller for Chinese 
Americans in the US, account- 
ing for 25% of the market’s sales 
volume. It also has a high pro- 
file in the life insurance markets 
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of nine other Asian countries and 
regions, and most of those custom- 
ers are of Chinese origin, according 
to Zhu. “We have a good under- 
standing of the Chinese market, 
our products suit them well.” 
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3M Seeks Opportunities 
in Beijing Olympics 

By Sun Ming 

3M is following Beijing’s plans 
for the 2008 Olympic Games with 
great interest. The company hopes 
the Olympic Games will provide a 
stage to showcase some of its new 
products to the Chinese market. 

Nai Fang, chief representative 
of 3M Beijing says the company 
has already held discussions to 
this end with the Beijing Organi- 
zation Committee of the Olympic 
Games and the municipal govern- 
ment. 

Nai says she has recently 
received materials from the com- 
pany’s Sydney branch, which have 
given them a good understanding 
of the kinds of 3M products were 
used in the 2000 Sydney Olympics, 
such as sealers, solar control film, 
shatter-proof film, industrial tape 
and commercial graphic film. 

Meanwhile staff at various sec- 
tors of Beijing’s 3M branch are 
working at identifying which of the 
company’s products are likely to be 
in demand in relation to construc- 
tion of Olympic venues. 

The company is also planning 
to publish a book this year that 
will introduce not only the com- 
pany but also the application of 3M 
products in both past and future 
Olympics. 

Nay added that 3M is keen 
to sponsor communication con- 
struction in Beijing’s Olympic Sta- 
dium.” 

Honeywell Eyes Beijing 
Olympics Security 

By Zhang Xiaoxia 

Honeywell’s intention and 
commitment to participate in the 
2008 Beijing Olympic is clear, 
says Dr. Jeff Song, chairman of 
Honeywell (China) Investment. 
He uses the phrase “preliminary 
contact” to describe the compa- 
ny’s current relationship with 
the Beijing Organization Com- 
mittee of the Olympic Games. 

A successful Olympics 
requires state-of-the-art venues, 
and security is vital when deal- 
ing with large crowds. With in 
excess of 100,000 spectators daily 
at Stadium Australia during the 
Sydney Olympics, security was 
provided by Honeywell, with its 
Excel Security Manager, closed 
circuit TV Switcher, Smart Card 
Access Control, as well as a 
photo identification system that 
together provided a total solu- 
tion to monitor and report on all 
Sydney Olympics activities. 

At Sydney Airport interna- 
tional terminals, airport security 
employed Honeywell’s Digital 
Video Manager for video sur- 
veillance integrated with the 
company’s Honeywell Enterprise 
Buildings Integrator, which was 
installed in 1999. 

After the 9-11 terrorist attack, 
Honeywell has turned its focus 
to developing security products, 
ranging from bulletproof mate- 
rial retinal scanning technolo- 
gies. “The whole world is looking 
for a better (security) solution,” 
comments Song on Honeywell’s 
security products, adding that 
the company’s vision is, “We will 
be a premier growth company, 
delivering customer and shar- 
eowner value through talented 
and innovative people.” 


China Unicom and SK 
Telecom Launch 
International Roaming 

By Jiao Pei 

Chinese football fans planning to 
travel to Korea for the World Cup 
will be able to make use of CDMA 
mobile phone automatic interna- 
tional roaming for the first time. 

President of the South Korea’s 
SK Telecom’s China operation, Dr. 
Liu Yun says, “This opening of 
the international roaming service 
and other web services are pre- 
sented for the football fans coming 
to Korea. 

The connection of the networks 
of the two countries was finalized at 
the end of March and marks the first 
time Chinese mobile subscribers can 
enjoy automatic international roam- 
ing. 

China’s GSM and South Korea’s 
CDMA are two different standards, 
which in the past would have been 
incompatible for international roam- 
ing. The establishment of China 
Unicom CDMA web provides a reli- 
able technological base for it. 

President of China Unicom Wang 
Jianzhou says, “This CDMA interna- 
tional roaming service is automatic, 
and will bring a high level of conve- 
nience to China Unicom users. 

Also, in order to help Chinese 
GSM users watching football games 
in Korea, China Unicom and SK 
Telecom have discussed opening the 
roaming service by changing mobile 
phones. This means China Unicom 
CDMA users can still use their sim 
cards in Korea with mobile phones 
offered by SK Telecom. 



One of China’s 160 million mobile 
phone subscribers makes a call in 
front of the China Unicom logo 

Photo provided by photocome.com 


Dentsu to Compete for 
World Cup Ad Bidding 

By Xiao Rong 

Dentsu China is to participate 
in CCTVs advertisement bidding 
for the live TV coverage of the 
World Cup. 

Dentsu’s media department, 
Dentsu Palette, is preparing for 
the bidding by inviting most of its 
major Chinese clients, said Shoichi 
Yamamura, corporate representa- 
tive-China of Dentsu Inc., and man- 
aging director and CEO of Dentsu 
China. 

Dentsu’s Chinese clients have 
shown more enthusiasm for par- 
ticipating in the bidding than its 
foreign clients, according to Yama- 
mura. Dentsu’s Japanese clients, 
however, are more interested in the 
promotion in Japan, where half of 
the matches will be played. 

CCTV has monopolized the live 
broadcast of the World Cup in China, 
while Dentsu Inc. has become the 
sole advertising agent in Japan. 

Yamamura also expressed Dent- 
su’s wishes to help the market pro- 
motion of Beijing’s 2008 Olympic 
Games. 


ThyssenKrupp Optimistic on Magnetic Levitation Rail Link 


By Zhang Xiaoxia 

Olympic Bid Committee 
member Wang Wei declared in 
Beijing’s final presentation to the 
International Olympic Commit- 
tee on July 13 last year that the 
city would build a magnetic levi- 
tation rail link. 

Pan Li, sales and marketing 
manager of Transrapid Interna- 
tional, jointly owned by Siemens 
and Thyssenkrupp, remembers 
the moment clearly. Pan, who is 
also assistant to the chief-rep- 
resentative of ThyssenKrupp in 
China says, “Now, we are trying 
to win this project.” 

The magnetic levitation, or 
maglev, train will cover the 25 


kilometers between Beijing Inter- 
national Airport and Dongzhi- 
men subway station at speeds 
of up to 200 kilometers per 
hour. ThyssenKrupp and the 
Dongzhimen Airport Maglev Co., 
Ltd. have already begun detailed 
negotiations. Pan also says talks 
between ThyssenKupp and the 
municipal government are 
underway. 

ThyssenKrupp’s optimism 
results from its success in win- 
ning the contract to build the 
world’s first commercial maglev 
train in Shanghai. The Shang- 
hai maglev started construction 
last January and is scheduled to 
open to public next year. 
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List of Fortune 
Global 500 in Beijing 

T hrough countless phone calls, faxes and emails, Beijing Today finally con- 
firmed that at least 241 of the Fortune Global 500 have estalished their 
presence in the capital. 

On this page, we list all those 241 companies. They have either representative 
offices, country offices, regional offices, factories, or commercial sites, for pur- 
poses including market research, government relations, research and develop- 
ment, and production. 

It needs to be clarified that some of the companies have disappeared, as a 
result of mergers, like Sakura’s integration with Mitsubishi-Sumitomo Bank, and 
Chevron’s integration with Texaco. 

As for the remaining 245 Global 500 multinationals not represented in Beijing 
and 12 Chinese companies, they have also been our targets for investigation. 
You can read about them on the following page. 


Rank 

Company 

Beijing Agency 

Beijing Business Types 

1 

Exxon Mobil 

ExxonMobil (China) Holding Co. 

Investment and liaison 

3 

General Motors 

Beijing Representative Office 

Liaison and agent 

4 

Ford Motor 

Ford Motor (China) Co. Ltd. 

Auto import 

5 

DaimlerChrysler 

Beijing Representative Office 

Public relations 

6 

Royal Dutch/Shell Group 

Shell (China) Co. Ltd. 

Investment 

7 

British Petroleum (BP) 

China Headquarters 

Investment, technical support 

8 

General Electric 

GE (China) Branch 

Investment 

9 

Mitsubishi 

Beijing Representative Office 

Liaison 

10 

Toyota Motor 

Toyota Corp. China Office 

Project promotion, public relations 

11 

Mitsui 

China Headquarters 

Comprehensive 

12 

Citigroup 

Beijing Branch 

Banking services 

13 

Itochu 

China Headquarters 

Investment, management 

14 

Total Fina Elf 

TotalFinaElf (China) Investment Co. Ltd. 

Investment 

15 

Nippon Telegraph &Telephone 

Beijing Representative Office 

Government relations 

17 

AXA 

Beijing Representative Office 

Liaison in insurance 

18 

Sumitomo 

Beijing Representative Office 

Liaison, trading 

19 

IBM 

IBM China Co. Ltd. 

Investment, administration, sales 

20 

Marubeni 

Marubeni Corp. Beijing Office 

Trading 

21 

Volkswagen 

Volkswagen (China) Investment Co. 

PR, products promotion, investment 

22 

Hitachi 

China Headquarters 

Investment 

23 

Siemens 

Siemens China Co. Ltd. 

Investment, administration, sales 

24 

ING Group 

Beijing Representative Office 

Liaison 

25 

Allianz 

Beijing Representative Office 

Liaison 

26 

Matsushita Electric Industrial 

Subsidiary 

Investment, coordination 

27 

E.ON 

Beijing Representative Office 

Investment, sales 

28 

Nippon Life Insurance 

Beijing Representative Office 

Liaison 

29 

Deutsche Bank 

Beijing Representative Office 

Market research, public relations 

30 

Sony 

Sony (China) Ltd. 

Investment, administration, sales 

31 

AT&T 

AT&T (China) Co. Ltd. 

Government relations 

34 

Philip Morris 

Investment Company 

Business liaison 

35 

CGNU 

Beijing Representative Office 

Liaison 

37 

Carrefour 

Northern China Headquarters 

Retailing, liaison 

38 

Credit Suisse 

Beijing Representative Office 

Liaison, consultation 

39 

Nissho Iwai 

Beijing Representative Office 

Liaison 

40 

Honda Motor 

Beijing Liaison Office 

Liaison 

41 

Bank of America 

Beijing Branch 

Currency services to non-locals 

42 

BNP Paribas 

BNP Paribas China Group Management (Branch) 

Currency services to non-locals 

43 

Nissan Motor 

Beijing Representative Office 

Liaison, market research 

44 

Toshiba 

China Headquarters 

Investment 

46 

Assicurazioni Generali 

Beijing Representative Office 

Liaison 

47 

Fiat 

Beijing Representative Office 

Coordination, market research 

49 

SBC Communications 

Beijing Representative Office 

Telecommunication 

50 

Boeing 

Regional Headquarters 

Civil aviation transportation 

51 

Texaco 

Beijing Representative Office 

Coordination 

52 

Fujitsu 

China Headquarters 

Sales and production 

55 

NEC 

China Headquarters 

Investment 

56 

Hewlett-Packard 

China Hewlett-Packard 

Investment 

57 

HSBC Holdings 

Beijing Branch, HSBC 

Banking services 

59 

Nestle 

Greater China Headquarters 

Coordination 

63 

UBS 

Beijing Representative Office 

Liaison 

64 

Dai-ichi Mutual Life Insurance 

Beijing Representative Office 

Liaison 

65 

American International Group 

Beijing Representative Office 

Liaison 

67 

Morgan Stanley Dean Witter 

Beijing Representative Office 

Liaison 

69 

ENI 

Beijing Representative Office 

Coordination 

70 

Merrill Lynch 

Beijing Representative Office 

Liaison 

72 

Unilever 

Subsidiary 

Foodstuff 

74 

ABN AMRO Holding 

Beijing Representative Office 

Liaison 

76 

Prudential 

Beijing Representative Office 

Liaison 

79 

Compaq Computer 

Compaq China Co. Ltd. 

Investment, administration, sales 

84 

Lucent Technologies 

Lucent (China) Beijing Corp. 

Telecommunication product manufacturing 

86 

Peugeot 

Beijing Representative Office 

Liaison 

87 

Munich Re Group 

Beijing Representative Office 

Liaison in re-insurance 

89 

Procter & Gamble 

Branch Company 

Technology center 

92 

Samsung Electronics 

China Headquarters 

Coordination, investment & sales 

94 

Deutsche Telekom 

Beijing Representative Office 

Liaison, coordination 

95 

Motorola 

Motorola (China) Electronic Ltd. 

Investment, administration, sales 

96 

Sumitomo Life Insurance 

Beijing Representative Office 

Liaison 

98 

Mitsubishi Electric 

Branch 

Sales 

99 

Renault 

Beijing Representative Office 

Liaison 

103 

Hyundai 

China Headquarters 

Trading 

104 

Thyssen Krupp 

Regional Headquarters 

Liaison and sales 

105 

Samsung 

Beijing Representative Office 

Coordination, investment and trading 

107 

Royal Philips Electronics 

Branch 

Sales 

108 

Credit Agricole 

Beijing Representative Office 

Liaison 

110 

Intel 

Intel China Co. Ltd. 

Investment, administration, sales 

111 

BASF 

Beijing Representative Office 

Sales 

112 

Goldman Sachs Group 

Goldman Sachs (China) L.L.C. 

Liaison 

114 

BMW 

Beijing Representative Office 

Liaison 

118 

Suez 

China Headquarters 

Comprehensive 

122 

Dell Computer 

Dell China Co. Ltd. 

Investment, administration, sales 

123 

SK 

Beijing Representative Office 

Business development 

124 

Electricite De France 

Asia Headquarters 

Investment, consulting 

127 

France Telecom 

France Telecom (China) Beijing Office 

Government relations, voice terminal products 

128 

British Telecom 

BT Beijing Representative Office 

Government relations, voice terminal products 

130 

Nortel Networks 

Nortel Network (China) Ltd. 

Telecommunication products 

133 

LM Ericsson 

Ericsson China Co. Ltd. 

Electronic appliances, telecommunications 

134 

Meiji Life Insurance 

Beijing Representative Office 

Liaison 

135 

United Parcel Service 

China Headquarters 

Mail, package and freight delivery 

136 

Royal Bank of Scotland 

Beijing Representative Office 

Liaison 

138 

Pfizer 

Beijing Representative Office 

Liaison 

141 

Du Pont 

Branch Company 

Investment and sales 

143 

Johnson & Johnson 

Beijing Representative Office 

Coordination 

145 

Robert Bosch 

Beijing Representative Office 

Liaison 

146 

Alcatel 

Beijing Representative Office 

Telecommunications 

150 

Bayer 

Holding of Bayer (China) Ltd. 




Bayer Healthcare Co. Ltd. and Plant 

Sales & manufacturing of pharmaceuticals 

151 

Aegon 

Beijing Representative Office 

Liaison in life insurance 

152 

Ito Yokado 

Ito Yokado (China) Co. Ltd. 

Retailing 

154 

Nokia 

Nokia (China) Investment Co. Ltd. 

Investment, administration, sales 






159 

GlaxoSmithKline 

GlaxoSmithKline (China) Investment Co. Ltd. 

Sales and business liaison 

161 

Aetna 

Beijing Representative Office 

Liaison in life insurance 

163 

Saint-Gobain 

Saint-Gobian Delegation China 

Investment 

164 

United Technologies 

UT Inti. Operations - China 

Investment, coordination 

166 

Lehman Brothers Holdings 

Beijing Representative Office 

Liaison in securities 

167 

Bank of Tokyo-Mitsubishi 

Branch 

Currency services to non-locals 

170 

BellSouth 

BellSouth China Inc. 

Telecommunication products 

171 

Canon 

China Headquarters 

Investment and sales 

172 

Royal & Sun Alliance Insurance Group 

Beijing Representative Office 

Liaison 

174 

Walt Disney 

Beijing Representative Office 

Business liaison 

177 

Bank One Corp. 

Beijing Representative Office 

Liaison, banking 

178 

Barclays 

Beijing Representative Office 

Market research, coordination 

180 

Honeywell International 

Regional Headquarters 

Business liaison 

181 

Nippon Steel 

Beijing Representative Office 

Liaison 

182 

Sumitomo Bank 

Beijing Representative Office 

Coordination 

184 

First Union Corp. 

Beijing Representative Office 

Liaison, banking 

185 

Societe Generate 

Beijing Representative Office 

Market research, public relations 

187 

Dresdner Bank 

Branch 

Currency services to non-locals 

188 

American Express 

Beijing Representative Office 

Liaison 

189 

Statoil 

Beijing Representative Office 

Business liaison 

190 

Sprint 

Beijing Representative Office 

Government relations, voice Ttrminal products 

191 

Westdeutsche Landesbank 

Beijing Representative Office 

Liaison, banking 

193 

LG International 

China Headquarters 

Investment, coordination & sales 

197 

Alcoa 

Alcoa Beijing Office 

Investment 

199 

Dow Chemical 

China Headquarters 

Investment, sales, consultation and tech.transfer 

200 

ABB 

China Headquarters 

Investment 

201 

Microsoft 

Microsoft China Co. Ltd. 

Software and data services 

203 

Tomen 

Tomen Beijing Office 

Liaison, Investment 

204 

FleetBoston Financial 

Beijing Representative Office 

Liaison, banking 

205 

CNP Assurances 

Beijing Representative Office 

Liaison in life insurance 

206 

Intesabci 

Beijing Representative Office 

Liaison in banking services 

208 

Alstom 

China Headquarters 

Investment, business development, consulting services 

217 

Nichimen 

Nichimen Beijing Office 

Liaison, investment 

219 

New York Life Insurance 

Beijing Representative Office 

Liaison 

220 

Bristol-Myers Squibb 

Beijing Representative Office 

Business liaison of pharmaceuticals 

221 

Phillips Petroleum 

Regional Headquarters 

Business liaison 

224 

Novartis 

Novartis Overseas Investment Agent, China 

Overseeing China operations 



Beijing Novartis Pharma Ltd. 

Sales and business development 



Beijing Novartis Changpin Plant 

Manufacturing 

226 

Commerzbank 

Beijing Representative Office 

Liaison 

227 

Credit Lyonnais 

Beijing Representative Office 

Liaison 

230 

Japan Tobacco 

Beijing Representative Office 

Business liaison 

231 

Aventis 

Beijing Representative Office 

Market exploration 

232 

KDDI 

Representative Office, KDDI China Corporation 

Liaison, coordination 

233 

Coca-Cola 

Coca-Cola China Co. Ltd. 

Investment, administration, beverages production 

234 

PepsiCo 

Pepsi China 

Investment, administration, beverages production 

238 

Sanyo Electric 

Branch 

Investment 

240 

Caterpillar 

Caterpillar Corp. Beijing Office 

Investment 

242 

Rabobank 

Beijing Representative Office 

Liaison 

245 

Viacom 

Beijing Representative Office 

Business liaison 

246 

Cigna 

Beijing Representative Office 

Market research, coordination 

250 

Toyota Tsusho 

Beijing Representative Office 

Comprehensive 

252 

UAL 

Beijing Representative Office 

Civil aviation transport 

255 

Electronic Data Systems 

Branch 

Market research, coordination 

256 

Cisco Systems 

Cisco China 

Investment, administration, sales 

258 

Swiss Reinsurance 

Beijing Representative Office 

Liaison 

259 

Xerox 

China Headquarters 

Production and sales 

260 

Bridgestone 

Beijing Representative Office 

Liaison 

261 

British American Tobacco 

Beijing Representative Office 

Business liaison 

264 

Standard Life Assurance 

Beijing Representative Office 

Liaison 

266 

Raytheon 

Beijing Representative Office 

Business liaison 

268 

FedEx 

Headquarter of FedEx Express-DTW Co. Ltd. 

Mail, package & freight delivery 

272 

Sharp 

Beijing Representative Office 

Coordination 

274 

AstraZeneca 

Beijing Representative Office 

Business liaison 

275 

Japan Energy 

Beijing Representative Office 

Coordination 

279 

Tokio Marine & Fire Insurance 

Beijing Representative Office 

Liaison 

281 

Bouygues 

Beijing Representative Office 

Liaison, construction industry 

284 

Kajima 

Beijing Representative Office 

Liaison, construction industry 

286 

Sanwa Bank/UFJ Bank 

Branch 

Currency services to non-locals 

287 

Johnson Controls 

Branch 

Sales and services 

289 

Roche Group 

Beijing Representative Office 

Business liaison of pharmaceuticals & health care 

294 

Minnesota Mining & Mfg. 

Beijing Representative Office 

Liaison of diversified products 

296 

Mitsui Mutual Life Insurance 

Beijing Representative Office 

Liaison 

298 

Landesbank Baden-Wurttemberg 

Beijing Representative Office 

Liaison 

299 

Bertelsmann 

Beijing Representative Office 

Liaison 

300 

Korea Electric Power 

Beijing Representative Office 

Liaison 

303 

Dentsu 

Beijing Office, Dentsu China Ltd. 

Business of commercial ads 

305 

NKK 

Beijing Representative Office 

Liaison in metal products 

307 

AMP 

Beijing Representative Office 

Liaison in insurance 

310 

Nippon Express 

Beijing Representative Office 

Liaison 

313 

Taisei 

Beijing Representative Office 

Liaison, construction 

314 

Mitsubishi Chemical 

Beijing Representative Office 

Coordination 

318 

Bayerische Landesbank 

Beijing Representative Office 

Liaison 

319 

Sun Microsystems 

Beijing Representative Office 

Liaison, sales 

322 

Canadian Imperial Bank of Commerce 

Beijing Representative Office 

Liaison 

323 

Emerson Electric 

Beijing Representative Office 

Liaison 

325 

Shimizu 

Beijing Representative Office 

Liaison, construction 

327 

Royal Bank of Canada 

Beijing Representative Office 

Liaison 

328 

Japan Airlines 

Japan Airline (China) Branch 

Sales, liaison 

333 

Norinchukin Bank 

Beijing Representative Office 

Market research, coordination 

334 

Swiss Life lns.& Pension 

Beijing Representative Office 

Liaison 

338 

BHP 

BHP Billiton Inti. Holdings Co. Ltd. 

Investment 

345 

UniCredito Italiano 

Beijing Representative Office 

Liaison in banking 

352 

Man Group 

Beijing Representative Office 

Coordination 

353 

Michelin 

Beijing Representative Office 

Business exploration, liaison 

358 

Suzuki Motor 

Beijing Representative Office 

Liaison 

360 

Goodyear Tire & Rubber 

Beijing Representative Office 

Liaison 

366 

McDonald’s 

McDonald’s (China) Branch 

Franchising 

367 

Isuzu Motors 

Beijing Liaison Office 

Liaison 

368 

Volvo 

Beijing Representative Office 

Coordination, sales, acclaims 

371 

News Corp. 

Beijing Representative Office 

Liaison 

374 

Lufthansa Group 

Beijing Representative Office 

Liaison and sales 

375 

Eastman Kodak 

Kodak (China) Co. Ltd., Beijing Office 

Business exploration, liaison 

376 

Kimberly-Clark 

China Headquarters 

Investment, coordination and research 

377 

Ricoh 

Subsidiary 

Coordination, sales 

379 

Abbott Laboratories 

Beijing Representative Office 

Consulting for medical products & treatment 

385 

RAG Aktiengesellschaft 

RAG Representative Office Beijing 

Liaison 

388 

Sumitomo Metal Industries 

Beijing Representative Office 

Liaison 

389 

Sumitomo Electric Industries 

Beijing Representative Office 

Liaison 

391 

Japan Telecom 

Beijing Representative Office 

Coordination 

390 

Halliburton 

China Headquarters 

Energy 

393 

Groupe Danone 

Subsidiary Company 

Investment and sales 

394 

Deere 

China Headquarters 

Investment and coordination 

398 

Electrolux 

China Headquarters 

Sales and management 

399 

Fuji Photo Film 

Beijing Representative Office 

Liaison, R&D 

402 

Akzo Nobel 

Beijing Representative Office 

Business liaison 

404 

Bank of Nova Scotia 

Beijing Representative Office 

Liaison 

410 

Bank of Montreal 

Branch 

Currency services to non-locals 

412 

Cosmo Oil 

Beijing Representative Office 

Business liaison 

417 

Kobe Steel 

Beijing Representative Office 

Liaison 

422 

Pohang Iron & Steel 

POSCO Beijing Office 

Investment 

423 

Yasuda Fire & Marine Insurance 

Beijing Representative Office 

Liaison 

425 

Flextronics International 

Beijing Representative Office 

Regional manufacturing-assembling, OEM provider 

429 

Stora Enso 

Beijing Representative Office 

Coordination 

431 

Cable & Wireless 

Beijing Representative Office 

Government relations, voice terminal products 

435 

Kawasaki Steel 

Kawasaki Steel Beijing Office 

Business exploration, coordination 

436 

Obayashi 

Beijing Representative Office 

Coordination, building materials 

438 

Texas Instruments 

Tl (China) Co. Ltd. Beijing Office 

Technology support 

440 

Fuji Heavy Industries 

Beijing Representative Office 

Liaison 

441 

Henkel 

Beijing Representative Office 

Sales 

443 

Nomura Securities 

Beijing Representative Office 

Liaison 

446 

L’Oreal 

Beijing Branch, L’Oreal (China) Ltd. 

Sales and production 

447 

Toppan Printing 

Beijing Representative Office 

Liaison 

450 

Invensys 

Beijing Representative Office 

Industrial & agricultural machinery 

455 

All Nippon Airways 

Beijing Representative Office 

Liaison 

462 

Northwest Airlines 

Beijing Representative Office 

Liaison 



Beijing Office 

Sales 

464 

Takenaka 

Takenaka Corp. Beijing Office 

Liaison 

470 

Lafarge 

Beijing Representative Office 

Coordination, investment 

473 

Air France Group 

Beijing Representative Office 

Liaison 

476 

Fluor Corporation 

China Headquarters 

Investment in construction engineering industry 

477 

Matsushita Elec. Wks. 

China Headquarters 

Electrical equipment sales 

478 

Christian Dior 

Beijing Representative Office 

Sales 

480 

Eli Lilly 

Beijing Representative Office 

Sales and liaison 

494 

Jardine Matheson 

Jardine Matheson Consultation Co. 

Comprehensive 

498 

Whirlpool 

Beijing Representative Office, Greater China 

Business exploration 
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T o provide a 
complete 
inventory of 
the Fortune 
Global 500 com- 
panies, we list 
here those com- 
panies that are 
not currently 
represented in 
Beijing. 

We first 
introduce Wal- 
Mart, the world’s 
largest retailer. 
Then we look for 
traces of Enron 
in China. Some 
other companies 
have developed 
successfully in 
other parts of 
China, and are 
intending to 
enter the Beijing 
market, such as 
Tesco, the big- 
gest retailer in 
Great Britain. 
Others believe 
Beijing is not the 
ideal place for 
them to develop, 
and have turned 
to alternative 
locations like 
Shanghai. 

Our e-mail inter- 
views reveal 
many inter- 
national busi- 
nesses are 
planning to, or 
have set up, 
regional head- 
quarters in 
Shanghai, an 
indication that 
city is Beijing’s 
main competitor 
in this regard. 


Enron Remains 
Elusive 

By Zhao Hongyi 

A message on Enron’s website 
reads: Enron is in the midst of 
restructuring its business with 
the hope of emerging from bank- 
ruptcy as a strong and viable, 
albeit smaller, company. 

Beijing Today has searched 
for traces of Enron’s presence in 
China for the past six months, to 
no avail. The website also refers 
to Enron’s “Chengdu Cogen” 
Project - a cooperative joint 
venture with Sichuan Electric 
Power Company in Chengdu, 
Sichuan Province. The project is 
a 284-megawatt coal-fired cogen- 
eration plant that is supposed 
to produce natural gas from coal 
within three years of it begin- 
ning operation. 

Beijing Today contacted 
Enron’s public relations depart- 
ment and received a reply from 
Ms. Karen Denne, vice president 
of the public relations depart- 
ment. The message reads: 

Enron filed for bankruptcy 
Dec. 2. Unfortunately , we are 
unable to participate in your 
survey. Best of luck with your 
article. Regards, 

Karen Denne 
Vice President 
Enron Public Relations 
Disappointingly, the message 
mentioned nothing about the 
company’s presence in China. 
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Wal-Mart Quietly Captures 
Big Slice of Chinese Market 


By Shan Jinliang 

With a good chance of topping this 
year’s Fortune’s Global 500 list, chain-store 
giant Wal-Mart is busy building its orien- 
tal empire, with 19 stores so far opened in 
China. 

The number of stores opened in 2001 
alone is almost equal to the total number 
opened in the six years since the retailer 
first stepped into Shenzhen in 1996, 
becoming the first overseas retailer per- 
mitted to establish joint ventures in 
China. 

Wal-Mart is making Shenzhen its 
Southeast Center, Kunming its Southwest 
Center, Beijing its North China Center and 
Dalian its Northeast Center. 

With its China headquarters in 
Shenzhen, the retailer has chosen a differ- 
ent way to expand in China. Insiders say 
the retailer’s strategy is to avoid all-out 
war with its competitors. 

In the process of China’s WTO accession 
last November, some of Wal-Mart’s senior 
executives went to Tianjin and Harbin 
to meet provincial officials. Their mission 
proved fruitful, with construction starting 
on the first of two stores in Tianjin not 

Tesco Stepping 

By Shan Jinliang 

Tesco has taken China as one of its 
major purchasing sites in Asia. The over- 
all value of products purchased on the Chi- 
nese mainland rises by 20-50% annually, 
reaching 1.2 billion dollars last year. 

The Finance Weekly reports Tesco will 
establish its representative office and its 
global purchasing center in China. The 
store in Shenzhen will be Tesco’s largest in 
the Chinese mainland. 

As reported by Japan’s Nikkei Net 


long after. 

Just days before China’s WTO entry, 
Wal-Mart announced it would open five 
stores in Beijing. Construction of the first 
store, in Shijingshan District in Beijing’s 
west, started in March, and is due to be 
finished by the end of the year. Also in 
March, Wal-Mart started building its first 
store in Nanjing. 

Wal-Mart has purchased 95% of its 
products in the Chinese mainland since it 
has moved its global procurement head- 
quarters to Shenzhen this February. 

Xu Jun, senior public relations man- 
ager of Wal-Mart China, said his company 
planned to set up more purchasing 
branches in a number of key Chinese cities. 
The total value of the products purchased 
by Wal-Mart in 2001 in China was US$10.3 
billion, with 80% coming from Guangdong 
Province. The Shenzhen global procure- 
ment headquarters will be in charge of pro- 
curement for the company, with a budget 
of 190 billion dollars. 

“In our investment plan, Wal-Mart will 
increase its annual purchase from China 
by 25 percent or more,” said Li Chengjie, 
vice-president of Wal-Mart Asia. 

into China 

last month, Britain’s largest supermar- 
ket group has decided to set up stores 
in Beijing and two other cities in China. 
The company is currently negotiating 
with local partners. Tesco expects its 
first store in Guangdong Province to 
open this year. 

Terry Leahy, Chief Executive of Tesco 
said in a press release on April 10, “in 
Taiwan we have three stores open and are 
incurring start-up losses. Our latest store 
is trading successfully in Taoyuan.” 


Department Store Chain Heads South 


By Zhu Lin 

Takashimaya, the Japanese department 
store chain at No 479 of the Fortune Global 
500, is in the process of closing down its 
representative office in Beijing. The office 
is located in Changfugong Office Building 
in Jiangguomenwai. 

“There have been no staff at our Beijing 
Representative Office since April,” says Chi 
Min, of the clothing and accessories depart- 
ment of Takashimaya’s Shanghai office. 
“Now we are going through the cancella- 
tion procedure before closing the office.” 

The Japanese based company estab- 
lished the Beijing representative office in 


1988, and the Shanghai office 1995. How- 
ever the company has since found the 
market for retail department stores in 
Shanghai is bigger than Beijing. “Now our 
focus is in the coastal areas in Jiangsu and 
Zhejiang provinces. Comparatively speak- 
ing, the price of goods is generally higher 
than in the north of China, but the quality 
is better,” said Chi. “The new technology 
and information spreads faster in Shang- 
hai than in Beijing, and there is more 
contact with the international business in 
Shanghai.” 

Takashimaya currently has no depart- 
ment stores in China. 


Chinese Companies in Fortune’s Global 500 


There are 11 Chinese mainland companies in the Fortune Global 500, 10 of them 
state-owned: 

No 68: Sinopec (Oil refining) 

No 77: State Power Corporation (Gas and Electricity) 

No 83: China Petroleum (Oil refining) 

No 213: Industrial & Commercial Bank of China (Banking) 

No 228: China Telecommunications (Telecom) 

No 251: Bank of China (Banking) 

No 276: SinoChem (Trading) 

No 336: China Mobil (Telecom) 

No 411: China Construction Bank (Banking) 

No 414: COFCO (Trading) 

No 448: Agricultural Bank of China (Banking) 


‘We Favor Shanghai’ 


By Shan Jinliang 

Shanghai, as China’s largest commer- 
cial city, has a more competitive edge 
than Beijing and Guangzhou. Our Fortune 
Global 500 survey reveals that many of 
those listed companies have set up their 
representative offices in Shanghai, such as 
Skandia, Textron and Asahi Glass. Some 
are moving their current Beijing represen- 
tative offices to Shanghai, such as Takashi- 
maya. 

Skandia Group, a Swedish company, 
has opened its representative office in 
Shanghai. “We chose Shanghai because of 
the large number of financial institutions 
there,” a spokesperson for the company 
said in an e-mail to Beijing Today. 

Textron, a US based company told 
Beijing Today, “Textron has established 
a representative office in Shanghai that 
represents Textron Corporate, Greenlee 
Textron, Textron Fastening Systems, and 
Kautex Textron. Currently Kautex Textron 
has a full manufacturing plant located 
in Changchun (Liaoning Province) and is 
establishing its second plant in Shanghai. 
Other Textron divisions are progressing 
rapidly towards making serious invest- 


ments in China. (These plans have not been 
released to the public yet). Textron has 
a very serious commitment to China and 
plans to significantly expand its invest- 
ments in production and sourcing in the 
near future.” 

However Beijing remains an attractive 
option for these companies. Skandia Group 
says its next major investment in China 
will be in Beijing. 

United Healthcare, of the US, e-mailed 
Beijing Today in response to our query, 
stating, “We are located in Hong Kong, 
which was chosen as part of a joint ven- 
ture with AIA. While that joint venture 
has been dissolved, we remain in Hong 
Kong as United Healthcare Asia. We are 
very interested in Beijing and China’s 
mainland, but we are in the health service 
administration business-providing health 
care services to health insurers and pro- 
viders. 

As the infrastructure in Beijing and 
elsewhere grows, so will our opportunities 
and the likelihood of investment in Beijing 
and elsewhere. In the meantime, we con- 
tinue to have discussions with some insur- 
ers there.” 
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Fortune Global 500 Companies 
not represented in Beijing 


Company 

Rank Country 

Company 

Rank Country 

Aerospace and Defense 



Samsung Life Insurance 

222 

South Korea 

Lockheed Martin 

176 

US 

Skandia Group 

312 

Sweden 

AMR 

239 

US 

Old Mutual 

458 

South Africa 

EADS 

277 

Netherlands 

Power Corp. of Canada 

466 

Canada 

Delta Air Lines 

311 

US 

Sun Life 

474 

Canada 

BAE Systems 

351 

Great Britain 

American General 

475 

US 

Textron 

396 

US 

Insurance: P & C (mutual) 



General Dynamics 

495 

US 

State Farm Insurance 

61 

US 

Airlines 



Liberty Mutual Group 

302 

US 

Banks: Commercial and Savings 



Groupama-Gan 

340 

France 

J.R Morgan Chase 

36 

US 

Insurance: P & C (stock) 



Mizuho Holdings 

48 

Great Britain 

Zurich Financial Services 

97 

Switzerland 

Fortis 

73 

Belgium/Netherlands 

Berkshire Hathaway 

109 

US 

HypoVereinsbank 

117 

Germany 

Allstate 

144 

US 

Santander Central Hispano Group 

121 

Spain 

Prudential Ins. Co. of America 

165 

US 

Wells Fargo 

157 

US 

Loews 

229 

US 

Lloyds TSB Group 

192 

Great Britain 

Legal & General 

288 

Great Britain 

Banco Bilbao Vizcaya Argentaria 

214 

Spain 

Nationwide 

346 

US 

Abbey National 

247 

Great Britain 

Hartford Fin. Services 

348 

US 

Almanij 

283 

Belgium 

Mail, Package, Freight Delivery 



Washington Mutual 

316 

US 

US Postal Service 

33 

US 

Dexia Group 

320 

Belgium 

Deutsche Post 

125 

Germany 

Halifax 

330 

Great Britain 

Japan Postal Service 

241 

Japan 

DG Bank Group 

342 

Germany 

La Paste 

343 

France 

National Australia Bank 

350 

Austria 

Consignia 

430 

Great Britain 

Banco Bradesco 

370 

Brazil 

Mentals 



Toronto-Dominion Bank 

387 

Canada 

Corns Group 

331 

Great Britain 

Banco Do Brasil 

406 

Brazil 

Usinor 

356 

France 

Bank of Scotland 

485 

Great Britain 

Arbed 

421 

Luxembourg 

Norddeutsche Landesb. 

493 

Germany 

Mitsubishi Materials 

497 

Japan 

Beverages 



Mining, Crude-Oil Production 



Diageo 

306 

Great Britain 

Pemex 

81 

Mexico 

Coca-Cola Enterprises 

347 

US 

Anglo American 

341 

Great Britain 

Anheuser-Busch 

419 

US 

Occidental Petroleum 

355 

US 

Suntory 

465 

Japan 

Lukoil 

361 

Russia 

Building Materials, Glass 



Motor Vehicles & Parts 



Asahi Glass 

439 

Japan 

Mitsubishi Motors 

137 

Japan 

Chemicals 



Delphi 

142 

US 

Norsk Hydro 

278 

Norway 

Hyundai Motor 

149 

South Korea 

Imperial Chemical Industries 

444 

Great Britan 

Mazda Motor 

270 

Japan 

Asahi Kasei 

459 

Japan 

Denso 

271 

Japan 

Computer Software Computer Sciences Diversified Financials 

TRW 

285 

US 

Fannie Mae 

71 

US 

Lear 

373 

US 

Freddie Mac 

131 

US 

Dana 

407 

US 

Household International 

432 

US 

Magna International 

491 Canada 

Computer Sciences 

489 

US 

Petroleum Refining 



Diversified Outsourcing Services 



PDVSA 

45 

Venezuela 

Adecco 

315 

Sweden 

Pepsol YPF 

80 

Spain 

Faros 

321 

France 

USX 

106 

US 

Electronics, Electrical Equipment 



Conoco 

115 

US 

Tyco International 

148 

US 

Nippon Mitsubishi 

155 

Japan 

Onex 

301 

Canada 

Petrobras 

160 

Brazil 

Kyocera 

451 

Japan 

Tosco 

183 

US 

Energy 



Indian Oil 

209 

India 

Enron 

16 

US 

Petronas 

254 

Malaysia 

Suke Energy 

53 

US 

Idemistu Kosan 

267 

Japan 

Rwe Group 

78 

Germany 

Valero Energy 

349 

Japan 

Dynegy 

139 

US 

ULT. Diamond Shamrock 

363 

US 

Reliant Energy 

140 

US 

Sunoco 

408 

US 

Aquila 

147 

US 

Amerada Hess 

418 

US 

El Paso Corp. 

216 

US 

Showa Shell Sekiyu 

467 

Japan 

Gazprom 

280 

Russia 

Cepsa 

472 

Spain 

TransCanada Pipelines 

304 

Canada 

Pharmaceuticals 



Williams 

460 

US 

Merck 

88 

US 

Canadian Pacific 

482 

Canada 

Pharmacia 

273 

US 

Engineering, Construction 



Wyeth 

378 

US 

Vivendi Universal 

91 

France 

Publishing, Printing 



Vinci 

386 

France 

Dai Nippon Printing 

424 

Japan 

Sekisui House 

413 

Japan 

Lagardere Groupe 

433 

France 

Skanska 

442 

Sweden 

Railroads 



Entertainment 



East Japan Railway 

198 

Japan 

Seagram 

344 

Canada 

SNCF 

265 

France 

Food & Drug Stores 



Deutsche Bahn 

364 

Germany 

Kroger 

54 

US 

Central Japan Railway 

427 

Japan 

Koninklijke Ahold 

58 

Netherlands 

Union Pacific 

437 

US 

Metro 

75 

Germany 

West Japan Railway 

483 

Japan 

Albertson’s 

102 

US 

Kinki Nippon Railway 

492 

Japan 

Safeway 

119 

US 

Semiconductors and Other Electronic Components 

Tesco 

126 

Great Britain 

Solectron 

369 

US 

J. Sainsbury 

173 

Great Britain 

Specialty retailers 



Jusco 

179 

Japan 

Home Depot 

66 

US 

Groupe Auchan 

218 

france 

Costco Wholesale 

116 

US 

Walgreen 

223 

US 

AutoNation 

207 

US 

CVS 

243 

US 

Lowe’s 

257 

US 

Delhaize ‘Le Lion’ 

293 

Belgium 

Kingfisher 

269 

Great Britain 

Coles Myer 

326 

Austria 

Best Buy 

329 

US 

Rite Aid 

332 

US 

Otto Versand 

383 

Germany 

George Weston 

337 

Canada 

Gap 

384 

US 

Publix 

354 

US 

Circuit City Stores 

401 

US 

Winn-Dixie Stores 

381 

US 

Office Depot 

456 

US 

Woolworths 

403 

Austria 

Toys 'R v Us 

469 

US 

Safeway 

428 

Great Britain 

Staples 

487 

US 

Migros 

449 

Switzerland 

Telecommunications 



Great Atl. & Pacific Tea 

488 

US 

Verizon Communications 

32 

US 

Food Consumer Products 



WorldCom 

90 

US 

Conagra 

175 

US 

Olivetti 

156 

Italy 

Sara Lee 

236 

US 

Telefonica 

168 

Spain 

Snow Brand Milk Prods 

499 

Japan 

Vodafone 

212 

Great Britain 

Food Production 



Qwest Communications 

297 

US 

IBP 

291 

US 

BCE 

339 

Canada 

Montedsion 

392 

Italy 

Carso Global Telecom 

397 

Mexico 

Archer Daniels Midland 

405 

US 

Telstra 

416 

Austria 

Farmland Industries 

420 

US 

Royal KPN 

426 

Netherlands 

Food Services 



Trading 



Sodexho Alliance 

500 


SK Global 

362 

South Korea 

Forest & Paper Products 



Kawasho 

454 

Japan 

International Paper 

153 

US 

Mitsui 

484 

Japan 

Georgia-Pacific 

211 

US 

Utilities: Gas & Electric 



Weyerhaeuser 

309 

US 

Tokyo Electric Power 

62 

Japan 

Oji Paper 

468 

Japan 

PG&E Corp. 

169 

US 

General Merchandisers 



Kansai Electric Power 

186 

Japan 

Wal-Mart Stores 

2 

US 

Southern 

194 

US 

Sears Roebuck 

85 

US 

Enel 

196 

Italy 

Kmart 

100 

US 

TXU 

215 

US 

Target 

101 

US 

Chubu Electric Power 

237 

Japan 

J.C. Penney 

113 

US 

Tohoku Electric Power 

324 

Japan 

Daiei 

162 

Japan 

Centrica 

335 

Great Britain 

Groupe Pinault-Printemps 

202 

France 

Endesa 

365 

Spain 

Fonciere Euris 

262 

France 

American Electric Power 

382 

US 

Federated Dept. Stores 

263 

US 

Kyushu Electric Power 

395 

Japan 

MYCAL 

317 

Japan 

Edison International 

445 

US 

May Dept. Stores 

357 

US 

Xcel Energy 

453 

US 

KarstadtQuelle 

372 

Germany 

Gaz de France 

496 

France 

Marks & Spencer 

434 

Great Britain 

Wholesalers: Electronics and Office Equipment 

Takashimaya 

479 

Japan 

Ingram Micro 

129 

US 

Uny 

486 

Japan 

Tech Data 

235 

US 

Health Care 



Arrow Electronics 

400 

US 

UnitedHealth Group 

225 

US 

Wholesalers: Food and Grocery 



HCA 

295 

US 

Supervalu 

195 

US 

PacifiCare Health Sys. 

461 

US 

Sysco 

253 

US 

Tenet Healthcare 

463 

US 

Fleming 

359 

US 

Humana 

490 

US 

Wholesalers: Health Care 



Industrial & Farm Equipment 



McKesson 

82 

US 

Mitsubishi Heavy Industries 

158 

Japan 

Cardinal Health 

132 

US 

Insurance: Life, Health (mutual) 



Bergen Brunswig 

249 

US 

TIAA-CREF 

93 

US 

Franz Haniel 

282 

Germany 

Asahi Mutual Life Insurance 

248 

Japan 

AmeriSource Bergen 

452 

US 

Northwestern Mutual 

290 

US 

Manpower 

481 

US 

Taiyo Mutual Life 

409 

Japan 

Mitsui Fudosan 

484 

Japan 

Daido Mutual Life 

457 

Japan 

Preusag 

210 

Germany 

Mass. Mutual Life Inc. 

471 

US 

Waste Management 

415 

US 

Insurance: Life, Health (stock) 






MetLife 

120 

US 
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Xian to Tourists: 

Sorry about the Beating 


By Xiao Rong 

X ian Tourism Authority has paid 10,000 yuan 
compensation to four elderly Sichuan tourists 
who were beaten and injured by its staff 
members on a visit on May 2. 

Tourists from a Sichuan tour party had quar- 
reled with local tourism staff at the North Gate 
Administration Office where officials refused to al- 
low them to rest under the Ancient Rampart of 
Xian. 

During the dispute, a gang of “warriors” in 
ancient costumes suddenly appeared and began 
hitting the tourists with their weapons. They con- 
tinued for 20 minutes, leaving Deng Weili, 57, with 
concussion and 12 others injured. 

Further compensation for Deng Weili will be 
decided after he leaves hospital. Some younger 
tourists who were also injured said they didn’t 
seek compensation. 

On the same day as the attack, leaders of the 
local tourism bureau, the Cultural Relic Park, and 
police made a joint investigation and visited the 
injured tourists. 

Li Xuemei, deputy mayor of Xian, apologized to 
the injured on behalf of the municipal government 
and party committee the next day and promised to 
deal with the case before the Sichuan tour party 
left Xian. 

Zhao Shengwei, the main suspect, is now un- 
der detention, while the rest of the “warriors” have 
all been dismissed. Li Jie, former director of the 
North Gate Administration Office, has been sus- 
pended from his duties. 

“It’s our fault that such a bad event happened 
in Xian. Tourists are all our honored guests,” said 
Li Xuemei at a municipal meeting targeted at en- 
hancing the service of the whole city on May 6. 

“As a famous historical city and also the key 
base of the West Development Plan, Xian should 
try to fulfill its goal of being ‘China’s best tourism 
city’,” said Chen Baogen, vice mayor of Xian. 

Shaanxi provincial leaders also attached great 
importance to the case, demanding the capital city 
improve the quality of its tourism service and oth- 
er service industries. 

An overall rectification will soon be carried out 
in the whole service industry of the city to create 
an excellent environment for tourism and public 
security. 
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Peacemaker Deng Weili tried to break up the fight . He is still in Xian Central Hospital today 
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One of the tourist party filmed the whole m- Deputy Mayor Li XuemeVs apology was the first of its 
cident kind in Xian 

Photo provided by Huashang Newspaper 


Sohu 0, Sina 1 

CFA scores own goal with World Cup websites 


The Dalian public security team that first located the crash 
site continues their fruitless search for survivors 

Almost No Chance 
of Finding Survivors 

Up till now, not one survivor has been found. 

By yesterday, 66 bodies had been retrieved from Dalian Bay, Lia- 
oning where a China Northern Airlines plane carrying 103 passengers 
and nine crew crashed on Tuesday night. 

The pilot had reported a fire in the cabin to ground control shortly 
before the MD-82 plunged into the sea. More than 60 rescue vessels 
were involved in the search. 

Three passengers came from Japan, with individuals also from 
South Korea, India, Singapore, France and Hong Kong. 

The People’s Insurance Company of China has already paid $2 
million in compensation to China Northern Airlines. 



The tail of China Northern Airlines Flight 6136 is salvaged 
from the sea on Wednesday Xinhua Photos 


By Shan Jinliang 

For a man who has made 
millions, he has been sporting a 
spectacular frown around town 
these days. 

After announcing losses of 
$2.2 million in the first quarter of 
2002, Sohu CEO Charles Zhang 
did not once crack a smile. Lat- 
er, he found reason to grimace 
some more. 

The next week, Zhang an- 
nounced his once-mighty portal 
had lost out on hosting the of- 
ficial 2002 Korea-Japan World 
Cup China soccer team website 
to his number one rival, Sina. 
Sohu said it was preparing to 
sue the China Football Associ- 
ation (CFA) for breach of con- 
tract, having signed a deal to 
host the team’s progress only a 
few weeks earlier. 

Media and market wisdom 
has it that only one Internet por- 
tal can survive in China’s devel- 
oping cyberworld. In bagging the 
biggest spectator sports event 
in the world, Sina achieved a 
mighty coup over its two rivals, 
Sohu and Netease. 

Two weddings & funeral 

The CFA had been seeking a 
website sponsor for the Chinese 
men’s team since they qualified 
for the World Cup on October 7. 

The official China FA soccer 
newspaper announced a plan 
dubbed “two women marrying 
two men”, suggestingtwo official 
websites. The article suggested 
the interested parties contact 
CFA’s authorized agents. 

The first site, “Team China,” 
was a four-year commitment to 
the national side. The other was 
the official China website of the 
FIFA World Cup 2002. 

Sohu on January 17 signed 
a contract with Sports 01 Corp 


as co-sponsor of the FIFA web- 
site. The agreement entitled the 
website to use the affiliation of 
“CFA Partner” and employ the 
CFA emblem. 

Sina’s smooth move 

But then on February 5, Sina 
dropped the bomb. The popular 
portal had snapped up a 20-mil- 
lion-yuan deal with the CFA 
sports company China Football 
Industrial Development for the 
four-year website. 

CFA vice-chairman Zhang 
Jilong attended two press confer- 
ences, opening two websites on 
March 12 and 18. Media reports 
of the events suggested the two 
deals in fact more amounted to 
“one woman marrying two men”. 

“They [reports] are not ac- 
curate as the two resources are 
greatly different although they 
both belong under the same 
CFA umbrella,” said Zhang in 
an interview with Beijing Youth 
Daily on March 19. 

“The website established by 
Sohu.com is just for the Chi- 
nese Men’s Team 2002 Football 
March and it is going to be 
run during the 2002 World Cup 
period,” said Sports 01 Corp 
chairman Zhong Suduo. “The 
designated website for ‘Team 
China’ is the one serving all na- 
tional teams and it is going to be 
long term.” 

So that’s all right, then. Un- 
til April 28, when the CFA in its 
official website (www.fa.gov.cn) 
withdrew the rights ofSohu.com 
to use the title “CFA-appointed 
official website for Chinese Men’s 
Team 2002 Football March” and 
banned “all relevant rights”. 

The CFA move came in re- 
sponse to a Sina request that 
the CFA abolish its rival’s of- 
ficial title in line with interna- 


tional practice and FIFA’s battle 
with illegal “2002 World Cup” 
trademarks. Sina had cornered 
the CFA and forced it to admit 
being “rough” in authorizing 
Sohu.com. 

FIFA fine print 

Two facts emerged. First, the 
Sina agreement contained one 
critical clause - Sina was the 
“sole longstanding partner” of 
the China men’s national foot- 
ball team. 

Second, a Sports Weekly ar- 
ticle reported the Sohu agree- 
ment was allegedly conducted 
through a special relationship 
by officials without informing 
CFA superiors or relevant de- 
partments. 

Sohu’s partner in the deal, 
Sports 01 Corp, has vowed to 
fight back. Chairman Zhong 
said he would not accept the 
CFA’s decision, and the World 
Cup website would continue 
according to schedule. A CFA 
spokesman declined to com- 
ment to Beijing Today. 


Foot-and-Mouth Fear 
Prompts Import Ban 

China has banned the im- 
port of cloven-hoofed animals 
and their related products 
from South Korea where foot- 
and-mouth disease has broken 
out among pigs. 

All direct or indirect im- 
ports of such animals or prod- 
ucts are banned, according to 
a statement issued by the Chi- 
nese Ministry of Agriculture 
and the General Administra- 
tion of Quality Supervision, 
Inspection and Quarantine. 

Any such animals or prod- 
ucts sent to China must either 
be returned to South Korea or 
destroyed. Travelers are not 
allowed to enter China with 
the banned items, the state- 
ment says. 

International flights, ves- 
sels and vehicles stopping in 
China are not allowed to dis- 
pose of plant or animal waste 
without the supervision of the 
ministry, it says. 

The ban requires local qual- 
ity supervision, inspection and 
quarantine offices to keep a 
close watch on the banned an- 
imals and products to protect 
China’s farming industry. 

(Xinhua) 

Yunnan County Now 
Official ‘Shangri-La’ 

Zhongdian County in 
Southwest China’s Yunnan 
Province officially changed its 
name to Shangri-La County 
Sunday. 

The county, situated in De- 
qen Tibetan Autonomous Pre- 
fecture, was authorized by the 
State Council to change its 
name in December 2001. 

“Shangri-La” comes from 
the novel “Lost Horizon” writ- 
ten by British writer James 
Hilton in 1933 in which “Shan- 
gri-La” is a mystical and har- 
monious place. 

Many people of different 
countries who read the novel 
went in search of “Shangri-La”, 
said to be a Tibetan word for 
paradise, or a perfect place. 

In the 1990s, most of the 
“Lost Horizon” fans and re- 
searchers turned their eyes 
to Deqen where almost every- 
thing the author described in 
his novel could be found. 

As depicted in the novel, 
the former Zhongdian County 
has snow topped mountains, 
plateau meadows, traditional 
folk arts and a variety of reli- 
gions and people from different 
ethnic groups living together 
in harmony and peace. 

(Xinhua) 

Drug Patents 
under Hammer 

By Xiao Rong 

A group of new pharmaceu- 
tical projects worth 137 mil- 
lion yuan will go to auction 
at the upcoming Beijing Inter- 
national Sci-Tech Industries 
Expo. 

Of the 18 new projects cho- 
sen from more than 400, half 
are traditional Chinese med- 
icine projects with their own 
intellectual property rights. 

The auction of achieve- 
ments in the pharmaceutical 
field is a regular feature of the 
Beijing Sci-Tech Expo, held 
this year May 23-28. The auc- 
tion prices of pharmaceutical 
projects this year range be- 
tween 900,000 yuan and 29 
million yuan. 



Sohu CEO Charles Zhang and Sports 01 Corp chairman Zhong 
Suduo are still not smiling. 
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AUTO INDUSTRY 


Hyundai a Possible Savior 
for Beijing Auto Industry? 



By Jiang Zhong 

Negotiations are still going on be- 
tween Beijing Auto Industry Holding 
Company and Hyundai Motors, de- 
spite an agreement being signed at 
the end of April to establish a car 
manufacturing joint venture. 

Construction of the plant will fin- 
ish by the end of this year and test 
production will start from that time. 

“It is the last and the only chance 
for the Beijing auto industry,” says 
Jia Xinguang, senior researcher at 
the China Auto Industry Consulting 
Company. “The situation is very com- 
plicated in Beijing. Cars, not jeeps, 
should have been produced at Chrys- 
ler’s Beijing factory if the govern- 
ment had adopted a more rational 
management and made a more seri- 
ous consideration before 1984.” 

“This is also a crucial decision 
for Hyundai’s operations in China, 
Hyundai gave up in the competition 
with Honda for the Guangzhou proj- 
ect five years ago. Ever since then, 
Hyundai’s presence in China has 
failed to improve. 

It produced a mini bus for Wan 


Tong Company, Hubei Province, and 
also invested in Jiangsu, producing 
Kia Pride. For the cooperation with 
Beijing, it has said goodbye to both 
businesses.” 

“I have visited the auto exhibition 
that has just concluded in Nanjing,” 
says Jia. “I found that many unknown 
domestic workshops introduced cars 
assembled with parts imported di- 
rectly from overseas. This is an un- 
healthy and dangerous phenomenon, 
which will destroy the Chinese auto 
industry.” 

“This is one of the factors that can 
influence the newborn Hyundai-Bei- 
jing joint venture negatively. The sec- 
ond factor is that the Hyundai brand 
cannot gain so much confidence from 
the Chinese customers as the world 
famous brands like Volkswagen and 
Honda,” he continued. “Volkswagen 
has never had problems selling its 
products here. 

The situation must be different 
for Hyundai. When the new cars roll 
out of the line, who will buy them? 
The workshop-assembled cars, the 
imported cars and the products of al- 


ready existing joint ventures will all 
challenge the new joint ventures’ in- 
novation capability, and the two par- 
ties’ patience as well.” 

Jia continues, “Cutting down the 
number of employees, selling off bad 
assets and developing new technolo- 
gies are the means for modern enter- 
prises to extricate themselves from a 
difficult position. Hyundai can help 


its Beijing partner in the last point, 
and the Beijing party must find so- 
lutions to the other two itself. The 
situation is that the Beijing side has 
refused to cut employees and sell off 
bad assets, which will compromise 
the results of cooperation. It is the 
Beijing Auto Industry Holding Com- 
pany, not Hyundai, that can save the 
Beijing auto industry.” 


INFORMATION TECHNOLOGY 


Share Price Jump Raises Spirits at NetEase 


By Shan Jinliang 

Staff at NetEase received a congratulatory let- 
ter from acting CEO Ted Sun recently, declaring, 
“Our share price increased 16.67% to US$1.05 per 
ADS on the Nasdaq last night (April 26).” 

It was good, and unexpected, news for the Chi- 
nese-language portal, in the wake of the release 
of both its first-quarter 2002 and full-year 2001 
earnings, a lawsuit brought by shareholders over 
accounting irregularities and the departures of 
several top executives. Some analysts commented 
that NetEase had finally shaken off the troubles 
that have plagued it since being listed on the Nas- 
daq in 1999. 

Sun attributed the surge in the share price 
to the company’s updated 2001 annual and first 
quarter financial report, published on April 19 
and April 23 respectively. “The improving trans- 
parency of our financial reports have a direct link 
to the price jump,” he told Beijing Today , “and the 
first quarter of 2002 has narrowed our loss gap.” 
Sun also stated in his letter that the jump indi- 
cates “the market is recognizing the hard work 
and effort which everyone has put into the com- 
pany.” 

The 2001 earnings result saw a 53% fall com- 
pared with 2000, a result the company attributed 
to the weakening advertising market, while in- 
come on e-commerce and other services contribut- 
ed greatly to the overall income. 

Although figures for the first quarter of 2002 
signal a significant improvement over the same 
period last year, many analysts still doubt the 
company’s ability to out perform its two powerful 
competitors, Sohu.com and Sina.com. IT writer 
Hu Yanping went as far as claiming NetEase no 
longer qualifies as one of the three top portals 
in China’s IT industry. Until the apparent turn- 


around, rumors abounded that Sina.com would 
merge with or buy NetEase. Some commentators 
even listed details of when top executives of the 
two sides had met to discuss such a merger, and 
even how they would handle the ensuing staff 
cuts. 

The latest bright news sits uneasily with some 
still unresolved internal problems and outside 
competition pressure. Holding 58.5% of the com- 
pany’s shares, company founder Ding Lei has been 
described as the biggest obstacle to NetEase’s suc- 
cess. Ding is considered responsible for a number 
of blunders in the past two years, including bad 
investment moves in 2000, the forging of finan- 
cial accounts in 2001 and the Nasdaq’s de-listing 
of NetEase earlier this year due to the delay in 
the release of its revised 2001 financial report. In- 
siders believe Ding’s continuing dominance of the 
company’s shares will have a negative impact on 
the company. 

Meanwhile some NetEase staff complain the 
company’s sales force are incapable of increas- 
ing advertising and non-advertising revenue. 
Regarding such discontent, Sun commented “we 
do not have as many problems as the media 
make out, and our poor performance is just his- 
tory.” 

NetEase has vowed to become the largest 
local online entertainment provider, although this 
seems to be a formidable challenge, as there is 
fierce competition in this niche market. “We are 
consulting with online game providers from Tai- 
wan Province, Japan and South Korea, and we re- 
ally hope to grow it profit source.” 

“We target to become profitable as soon as pos- 
sible,” Sun told Beijing Today, “ and we do have a 
timetable for that.” However he declined to make 
the timetable public. 



Ted Sun 

NetEase acting CEO 
i Photo by Chen Shuyi 


Beijing Telecom to Change Name 

By Yang Xiao 

Beijing Telecom, a former subsidiary of China 
Telecom confirmed Tuesday it would change its 
name when it is officially taken over by the new- 
ly established China Netcom later this month. 

Rong Yan, a Beijing Telecom PR executive 
said, “We will follow our new parent to give 
the public a brand new image. The official Eng- 
lish name is still under consideration.” Although 
some analysts predict the brand change will re- 
sult in a significant intangible loss for Beijing 
Telecom, the company is to change the Chinese 
name from Beijing Dianxin (Telecom) to Beijing 
Tongxun (Communications). 

Last year the Ministry of Information Indus- 
try ordered the state owned China Telecom to 
split into two companies. One of these, retain- 
ing the name China Telecom, will own all south- 
ern telecom branches, the other, named China 
Netcom, is to merge with Jitong Telecom and 
own all the northern telecom branches. While 
the new China Telecom has established a new 
local branch under the name Beijing Telecom, 
the original Beijing Telecom has to change its 
name. 

JAFCO Puts $10m into 3721.com 

By Yang Xiao 

Chinese Keyword services pioneer and mar- 
ket leader 3721.com announced the acquisition 
of JAFCO’s second-stage venture capital invest- 
ment of about $10 million recently. 

The Internet real name standard is consid- 
ered a profitable area in the world of the Inter- 
net, and 3721 has endeavored to be the standard 
since its inception in 1998. Chinese Keywords 
service reach over 95% of China’s Internet us- 
ers through various service distribution chan- 
nels that count 22 million queries per day. Over 
250,000 enterprises have registered Chinese 
keywords as 372 l’s customers, largely because 
3721 is one of China’s rare profitable Internet 
companies. 

Michael Chow, JAFCO assistant vice presi- 
dent told media that JAFCO has never failed in 
VC investment in Asia. “JAFCO chose 3721 as 
its first step in the development of the Chinese 
mainland, not only because of 372 l’s profit mak- 
ing ability, but also because it has become an ad- 
missive standard,” he said 

The investor JAFCO Ventures is a leading 
global venture capital firm that has been ranked 
in the Top Ten Listings of such publications as 
Forbes and Red Herring for 1999 and 2000. It 
has over $3 billion under management. 

JAFCO plans to invest 100 million in the 
Chinese IT field in the future. 

Founder Sci-Tech Holds Expo 

By Yang Xiao 

China’s second largest PC maker Founder 
Sci-Tech (FST) held an exhibition at the Beijing 
Exhibition Hall from April 24 to 26. Officials 
from Peking University and various government 
departments attended the opening ceremony. 

FST is a subsidiary of the Peking University 
owned Founder Group, which had a sales in- 
come of over 11.6 billion yuan last year. FST is 
the group’s most successful subsidiary and was 
listed on the Shanghai Stock Exchange in 1998. 
FST has 2.39 billion yuan in total assets and 
1,500 employees. Its business includes manu- 
facture of PCs, servers, notebooks, printers and 
other digital consumer products and providing 
e-solutions. 

FST is among the ten best selling PC brands 
in the Asia-Pacific and the second best selling 
PC brand in Chinese mainland last year with 3 
million units production capability. 
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pick up your Walnuts on the Xiangshuihu Great Walfj 

Great Wall, Ancient Mountain, Cleat Spring, Flying Waterfall, 
join us to the Xiangshuihu Great Wall, you will see all the above scenery. 
Xiangshuihu locates at the west part of Mutianyu Huairou. Besides the 
lots interesting place, it also has a folurish orchard with apple, date, pear, 
walnut, chestnut, grape, edible wild herbs. ^ 

From August 25 to October, Xiangshuihu will have a special activity 
"Visit Great Wall, pick Up Fruits". ^ 

| Call now: 010-61631085 61632539 61631588 } 

Take bus: No.916at DongZhimen 

Web site: www.Xiangshuihu.com ^ 


The Friendship Hotel Recreation Center 

The outdoor swimming pool of the Friendship Hotel is one of the 
highest standard swimming pools of Beijing. The swimming pool 
is equipped with 7-meter diving platforms and delicate diving bo- 
ards. The strict sterilization measures and the circulation system 
ensure the water is always clean. Morning opening 6: 30-8: 30 
RMB30/day, RMB400/month, and RMB 1000/quarter. 

Tel: 68499696 
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The Other Side (Bi'an) Diving Club 

The club provides the sports fans with professional service besides tun and coolness in the hot summer. Ad- 
opting sophisticated foreign training textbooks and equipment, the club provides professional training such 
as the swimming and diving courses and organizes diving tours home and abroad. With the inter- 
nationally accepted training method, it takes the trainee only 20 hours to get the CMAS diving certificate 
which is acknowledged all over the world. The trainees have free and flexible choice as to the training time. 
The swimming course consists of elementary level, improving level, advanced level, honored guest class and 
the class paid by the hour.Swimming and diving summer camp 0 Sign up now! 

Time for the opening of the courses: the early April. The trainee can begin the course on signing up at any time. The 
summer courses begin on 1 June. Course time: 9:00 - 20:00, 7 days a week.Time for signing up: 9:00 - 21:00, 7 days a 
week.Place for signing up: The Professional Club of the Friendship Hotel (No. 3, Baishiqiao Road, Haidian District. 200 
meters south of Renmin University.) 

Tel: 68713790 68713791 68498613 Telex: 68713790 

Take buses no. 320, 804, 302 or Yuntong buses no. 104, 105, 205, 106 and get off at Shuang'an Shangchang stop. Or 
111 m " 1 ' "* iming Daxue stop. 

S3 £51 
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Prisoners Peruse Shopping 
Shelves in Capital Pokey 


By Sun Ming 

The 110-square-meter Tiankelong 
Supermarket at first sight looks just 
like any other supermarket. But 
look closer and there are no ciga- 
rettes, alcohol or glassware to be 
found here. 

Thirty-five inmates went shopping 
with their relatives at the supermar- 
ket in Qianjin Prison on April 30. It’s 
the first supermarket in a prison in 
North China, according to the Beijing 
Prisons Bureau. 

“Before, if we wanted to buy daily 
necessities, we had to register a month 
ahead of time and all the goods were 
bought by police outside,” a prisoner 
called Wang told a Beijing Daily re- 
porter who visited the supermarket 
that day. 

“Now we can select all kinds of 
commodities in the supermarket by 
ourselves. I like the open shelf where 
I enjoy freedom of selection.” 

The 35 prisoners spent more than 
5,000 yuan in the supermarket that 
first day, according to Beijing Daily. 

“The supermarket has 440 com- 
modities, mostly food and daily neces- 
sities,” said Lii Guoxing, director of 


Qinghe branch of Beijing Prisons Bu- 
reau, which manages the prison. 

Lii said the prices in the super- 
market are the same as those in 
other branches of Tiankelong Super- 
market. 

The cashier is a policeman at the 
prison and the six vendors are all 
prisoners. 

“They are the prisoners on good be- 
havior,” said Lii. 

Prison warden Li Zhengxian said 
prisoners can go shopping once a 
month. They go shopping with special 
cards, not cash. Prisoners’ relatives 
fund the cards. “And some are a bonus 
they obtain for good behavior,” said Li. 

Zhao Tie, a prisoner for 12 years, 
bought a bottle of shampoo, a package 
of tea and 12 bags of instant noodles. 
“I didn’t expect to lead the same life as 
people on the outside,” said Zhao, who 
has never been to a supermarket be- 
fore. There were no supermarkets in 
town where he lived more than a de- 
cade ago. 

Similar supermarkets first ap- 
peared in the prisons in Shenzhen, ac- 
cording to Beijing Prisons Bureau. 



A weird publicity 
move by Xi Zhong 
Xi restaurant 

Photo by Liu Zhijian 


Devils on the Doorstep 


By Sun Ming 

Six imperial Japanese soldiers 
march along the East Third Ring Road 
on May 6. 

A photographer from Beijing 
Star Daily snapped the six invad- 
ers near the Lufthansa Shop- 

ping Center apparently promoting 
the new restaurant Xi Zhong Xi. 

When the picture appeared the 
next day, it’s not hard to guess the re- 
action. 

“The restaurant’s action has hurt 
our national feelings,” fumed a bank 
clerk Xu Wen via a hotline. ‘We’ll nev- 
er go to the restaurant even if they 
have delicious food.” 

Xu said he didn’t understand the 
motive of the restaurant. 

“Is there something wrong with its 
managers?” 

Manager Mr. Li, who declined to 
give his full name, said there was 
a perfectly reasonable explanation 
when Beijing Star Daily reporters and 
Beijing Industry & Commence Bureau 
staff came to the restaurant near Yan- 
sha Qiao (junction) two days later. 


“The Japanese soldiers are charac- 
ters from the model revolutionary op- 
eras,” he said. “All of our waiters and 
waitresses wear the same clothes as 
the figures in the model operas.” 

The model operas (yang ban xi 
refers to the eight Peking op- 
eras permitted for performance dur- 
ing the Cultural Revolution. 

“I wanted older customers to en- 
joy memories of old times here,” said 
Li. The restaurant was scheduled to 
open on May 8. 

When accused of staging a poor 
taste publicity stunt, Li explained the 
six waiters were merely returning 
from a training center. 

“Why do you always ask us about 
this thing?” Li told Beijing Star Dai- 
ly. “Didn’t you notice the little white 
flags inserted in their pockets? The 
white flag means surrender! We want 
to promote our national culture.” 

But Li was left speechless when 
Beijing Industry & Commence Bu- 
reau staff asked him to produce a busi- 
ness license. The bureau shut down 
the restaurant as it hadn’t a license. 



Adil Hoxur Xinhua Photo 


Uygur Acrobat 



World Record 


By Sun Ming cording to Hoxur’s agent Alim 

He traveled about 200 kilo- Halidin, Hoxur is going to pro- 
meters altogether, about the long his stay until tomorrow 
same distance as Beijing to — even though he has bro- 
Tianjin. He averaged about ken the record of 63 hours 
five hours a day on the tight- during 21 days set by Canadi- 
rope, with nine hours, seven an-American Jay Cochran, 
minutes his longest spell. “I’m not surprised by his 

At 11 am on May 7, Adil idea. If he didn’t like breaking 
Hoxur, a tightrope walker from records and challenging him- 
Xinjiang, set a new Guinness self, he would not be Adil 
World Record of living on an Hoxur,” Halidin told Beijing 
overhead wire cable without Today. 

a safety harness above Jinhai In the last 22 days, Hoxur 
Lake in Pinggu District in the made 240 round trips on the 
city. 420-meter-long wire cable. 

Hoxur, “Prince of High-wire According to Halidin, Hoxur 
Walking”, lived on a steel wire will attempt to set another 

for 110 hours over 22 days Guinness World Record walk- 

from April 16 to May 7. The re- ing a 400-meter-hign tightrope 
maining 418 hours were spent between two watchtowers of 
either sleeping or relaxing in Badaling Great Wall in May 
a small hut constructed at the next year. The distance is 
end of the cable. However, ac- 2,800 meters. 


Tea Sales Bring Music 
to Ears of Schoolchildren 


By Su Wei 

Three children and their 
teacher from a remote Hubei 
primary school came to 
Beijing to successfully sell tea 
to pay for their schooling. 

Chen Huizhi, 12, Cheng 
Long, 13, and Yang Xiaojuan 
11, from Dishui Village, Nan- 
he Town, Gucheng County of 
Hubei Province were still ex- 
cited at the quick sales with- 
in four days at a spring book 
fair in the Ditan Temple dur- 
ing May break. 

“Sixty-eight packs on 
April 30, 288 on May Day 
after the report in Beijing 
Youth Daily , 378 on May 2,” 
said Cheng tallying sales on 
the last afternoon of May 7. 

The students, who 
brought 1,214 packets of self- 
made tea to the capital city, 
went home with nine card- 
board boxes of books and five 
cloth bags of stationery and 
study-aid equipment. 

The France Rollins Tea 
Garden project has provided 
funds and technology for tea 
processing at the Dishui Pri- 
mary School since 1998, says 
Fan Ying, chief China repre- 
sentative of the Phelex Foun- 
dation, an America-based 
non-profit organization pro- 
viding education for Asian 
disadvantaged children. 

“We picked tea during 
the daytime in spring and 
our teacher processed them 
at night,” said Chen. “We 
have Maojian and Chaoqing 


green tea.” 

Principal Zhang Jiarong, 
52, said on top of sales of 
24,280 yuan, they also re- 
ceived cash donations of over 
4,190 yuan. 

“Some people merely give 
us the money,” he said. “Some 
put the tea back after pur- 
chase.” 

“About 30 percent of the 
profit is put back into tea 
production and the rest is al- 
lotted to certain students in 
severe poverty,” said Fan. 

Zhang said every student 
pays around 300 yuan tu- 
ition a year. 

“The nearly 30,000 yuan 
will cover the tuition and in- 
cidental fees for a total of 57 
students this year and next 
year.” 

Chen seemed happiest 
about the purchase of a stan- 
dard size football. 

“The football in our school 
is too small,” he later told 
Beijing Today. 

“We got two footballs, two 
basketballs and one volley- 
ball during the sale at the 
book fair,” he said. “But teach- 
er Zhang said we need to 
give some to other schools.” 

Yang told Beijing Today 
they had also obtained a 
three-string qin, an electron- 
ic piano, an accordion, a har- 
monica and a lute. 

“We sing songs at the be- 
ginning of almost every class. 
But we have never had any 
instruments before.” 



h Photo by Qu Liyan 

Good Day, 
Sunshine 

By Li Qinghao 

With yellow, blue and purple blending together, a halo 
circled the sun at 11:30 am on Monday. 

“It is named a solar halo,” said Gong Xuezhong, a re- 
searcher at Beijing professional meteorological observa- 
tory. “And it is not common in Beijing. Its appearance 
usually means the probability of precipitation will be 
higher.” 
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Wish we were honest and faithful. Meiao man seeking for greater perfection gives you delightfully fresh 
living space. 

Professional import facilities with excellent kit, high quality service staffs with high level and 
standardization. 

House keeping: 

Cleaning defecating sterilzing for new residence. 

Floor maintaining, face-lifting polishing in kitchen and toilet. 

Commercial preserves: 

Serrice for offices, hotels, business buildings, hospitals communities, super markets, etc. 

Carpet cleaning: 

Cleaning and mainteance for all kinds of carpet. 
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By Xu Bingchuan/ Zhang Huan 

W ater from the Chinese mainland 
flowed into drought stricken Tai- 
wan on Saturday, when the water 
tanker Jinhang II docked at Mazu 
Island. Mazu, Jinmen and Penghu, as well as the 
main island of Taiwan have been gripped by a se- 
vere drought since last winter. 

The Jinhang II, loaded with 2.3 million liters of 
water, left Mawei Port of Fuzhou, Fujian Province 
at 5:40 pm on May 4, making the 60 km trip across 
the Taiwan Straits to Mazu in a few hours. 

The water supplier is Fuzhou Economic De- 
velopment Zone Water Company Manager Gao 
Xiangfu says this is the first time that a tanker 
from Taiwan has docked at the mainland to collect 
water, and added that the 2.3 million liters of wa- 
ter have been provided for free. According to Gao, 
the company has a water source sufficient to pro- 
vide 125 million liters of water every day, ‘We are 
absolutely able to supply water to our compatriots 
in Taiwan,” he said. 

Reports from Mazu had said earlier that the lo- 
cal water supply would be exhausted in 20 days, 
and that the 2.3 million liters of water would 
greatly help in alleviating the drought. 
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han said the water issue had caused a lot of 
arguments in Penghu. Chen Shuangquan said the 
Mainland Affairs Council should let Penghu, Jin- 
men and Mazu buy water directly from the main- 
land. Only in such a way, could the water shortages 
that always trouble the islands be solved. 

Mainland gives positive 
response 

The Chinese government responded immedi- 
ately to news of the drought, expressing the desire 
to help the compatriots in Taiwan. Spokesman for 
the Taiwan Affairs Office of the State Council Li 
Weiyi said, “This matter has an important bearing 
on the interests and welfare of our compatriots in 
Taiwan, the motherland will actively cooperate.” 

Chen Yunlin, head of the Taiwan Affairs Office of 
the State Council pointed out that as long as the Tai- 
wan authorities agreed, the coastal areas of Fujian 
province would send tankers carrying water to Jin- 
men, Mazu and Penghu areas as rapidly as possible, 
and that the government would consider laying wa- 
ter pipelines from the coastal areas of Fujian to 
Jinmen and Mazu, in order to resolve the water 
shortages there once and for all. He added that such 
a proposition poses no technological difficulties. 


Taiwan suffers most seri- 
ous drought 
in 50 years 

Since last winter, Taiwan and the is- 
lands of Jinmen, Mazu and Penghu have 
been suffering from the region’s most se- 
vere drought in 50 years. 

On Taiwan; Taoyuan, Xinzhu and Mi- 
aoli counties are the worst hit. Shimen reservoir, 
which supplies water to Taoyuan county is only 13 
percent full, Yongheshan reservoir supplying Xin- 
zhu county is only 9 percent full and Mingde res- 
ervoir, supplying Miaoli county is only 12 percent 
full, all very close to the danger level. 

On the islands of Jinmen, Mazu and Peng- 
hu, conditions are even more severe. Big Jin- 
men Island has enough water for three months, 
while the supply on Small Jinmen Island can 
only last 35 days. To make matters worse, the 
submarine water pipeline between Big Jinmen 
and Small Jinmen is broken, which means Big 
Jinmen is unable to provide emergency relief to 
Small Jinmen. 

According to head of Jinmen county Li Zhufeng, 
the water desalination plant in Jinmen can only 
treat 2 million liters of seawater per day, at a very 
high cost. On Penghu, the island’s three reservoirs 
have a total of 430 million liters of water, which 
is only sufficient to last until the beginning of 
July On Mazu, water supplies can only last two 
months. 

The Taiwan authorities set up “The Central 


Mainland Provides 
Drought Relief to Taiwan 


First Ever Shipment of Water Across Straits 
Welcomed on Mazu Island 


Drought Emergency 
Center” on May 2, an- 
nouncing seven pol- 
icies to combat the 
drought, and 

appealed to the pub- 
lic to overcome the 
difficulties brought 
about by the water 
shortage. It is the 
first time that such 
an emergency center 
has been established in Taiwan. 

Water restrictions were announced the 
same day, cutting water supplies to non-essen- 
tial services such as swimming pools, foun- 
tains and car washes. 



Representatives from Mazu shake hands with workers at 
Mawei Port, Fuzhou 

Photos by Ma Haitao 


“Buying 
water from 
the Mainland” 
causes 
bickering 
in Taiwan 

Even in the face of 
such a severe situa- 
tion, some officials in 
Taiwan are still argu- 
ing over whether buying water from the main- 
land is a minor matter or an ideological issue. 

The comments immediately aroused criticism 
from Chen Haishan and Chen Shuangquan, as- 
sembly members of Penghu County Chen Hais- 


Taiwan authorities say wa- 
ter shipments still on trial 

On May 2, Chen Xuesheng, head of 
Mazu Island’s Lianjiang County, and 
other officials arrived at Fuzhou, Fujian 
province to begin negotiating with the 
Fuzhou government on the issue of buy- 
ing water. 

Vice-chairman of the Taiwan Mainland Affairs 
Council Chen Mingtong said at a press conference 
later that according to the “Mini-Three Exchang- 
es” policy between the mainland and Jinmen, 
Mazu and Penghu areas, the islands could buy 
water from the mainland when suffering a severe 
drought. 

However he also emphasized that water ship- 
ments between the mainland and Mazu are still 
on trial, as they have not been formally approved 
by the Taiwan Mainland Affairs Council. 

The following day, Jinhang II made the trip 
from Fuzhou’s Mawei Port to Mazu carrying 2.3 
million liters of water. 

Yang Suyuan, board chairman of Taiwan’s Jin- 
hang shipping company said, “Jinhang II is en- 
trusted by the county government of Lianjiang, 
Mazu to collect water. This is the first time that a 
tanker from Taiwan has come to the mainland to 
collect water.” 

The first shipment of water across the Taiwan 
Straits was applauded by the Taiwan media, 
which commented that the two sides should help 
each other when disaster strikes. 
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Real Estate Edition in English of Beijing Youth Daily, which 
is pressed every Friday is a new ad versing special one for the 
realesiate and relative industries. The English Edition is del- 
ve red whit the newspaper so the media advantage is very ob- 
vious. Real Estate Edition in English of Beijing Youth Daily 
aiming at the adver tiser's requests for the more pertinence, let 
the pol icy-makcrs read the relative content directly and try to 
reach the most advertisement effectiveness 

HOT TEL: 139 104 19797 84014823 

Dart Foreign Affaires 
Management Office 

*Yard architecture whih European style 

* sufficient parking space, convenient traffic, complete facilities 

and offering service around the day 

**Dart Commkerce Office 

l.it is located between CBD center and Guomao 

2 .favourable price :RMB3 -4yuan/squaremeter/day 

3.teiephone number:65032597 or 64951817 

**Dart Commkerce Garden 

1 .it is located in the New Olympic sphere and it is betwee foreign ac- 
count office and the Chinese-Japannese Hospital 

2. favourable price:RMB 2.8-3.5yuan/squaremeter/day 

3. telephone number:65032097 or 65032598 

My compay also has open separate foreign of-fice building with 
15000 square meter to be sold(Including property right).It is located 
in north-eastern comer of SiyuanBridge. 


WARWICK INTERNATIONAL 
APARTMENTS 

Were we do our job... So you can do yours. 

Special recommended villa at Lido are 
$6000/29spm/3br/fully furnished 

TEL:(01 0)671 51 166 ext.3005/3006 



NWD (Hotels Investments) Limited] 

Beijing Kiu Lok Property Management Services Co Ltd 

Member of the Hong Kong Listed New World Group invites 
high-calibre applications for the post of Leasing Executives: 
Applications must possess: 

-University degree 

- presentable appearance 

- excellent inter-personal and negotiation skill 

- outgoing and aggressive personality 

- fluency of spoken English and Putonghua 

- sound sales / marketing experience and record 

- corporate client connections a definite advantage 

We offer attractive basic salary, commission and excellent ca- 
reer prospect. Please send both English and Chinese resume: 
( wiyh employment history, academic qualification, present: 
and expected salary) together with a recent photo to The Sales 


CHINA LIFE TOWER 

mwm ; 

Enquiry hotline: 

65886868 

Developer: 

Beijing Zhong Bat, | 
xin Real Estate 
deveiop-ment Ltd 

Designer: 

RTKL Company 
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SCITECH HOTEL 

BUSINESS FLOOR ON LINE 

Business Floor Standard Room: USD98+15%SC 
Business Floor Suite: USD138+15%SC 

Business Floor Duplex Suite: USD300+15%SC 

Express check in &check out Free use 3DDS Internet Lines 

One free buffet in CoffeeShop per day Dailynewspaper&Magazine Free use 
swimming pool, GYM and sauna Free income faxes 

Daily happy hours:(17:30-18:30) Welcome amenities on arrival 

One piece free pressing per day 

ADD:No.22Jianguomen wai Avenue, 
Beijing 10004P.R. China 
Tel: 8610-65123388 

Fax: 8610-65123542 
E-mail:sthotel@w.com.cn 





CToSouth of LanDao building, it'snew 
building 

O Area: 3 5 00m2-4000m2 ,43 Ospm/per 
floor 

OThis building is available to Bank,Nego- 
tiable Securities, Business Center, res- 
taurant etc. 

O 24hours security & hot water 

Tel: 65958081 65958060 

Mobil: 13701350511 

13910890956 

Add:No.38 Chao Wai avenue 
Chao Yang district Beijing 


BEIJING AMBASSADOR MANSION 

Ambassabdor Mansion 
Good News! 

Newly decored apartments and offices 
Apartment styles Available! 

Range from 1 bedroom to 4 bedroom 
USDIOOO/month up 
Office Styles 

Nex area from 20m2-1600m2 

Ambassador Mansion 

is an excellent choice for your business 

or life For more information 

Call US at 010-64384093 
or fax on 010-64380148 


EONGTAN APARTMENTS 
from$500/month. 34-110 sq.m 
(studio, 1 -2bedrooms) 

. Fully furnished with satellite 
TVJDDappliances. 

24hour hot water, security, 
plentiful parking 
. near the Temple of Heaven, 
Chongwen District 

call now for more details. 
67115358 67128749 


City Plaza(Phasel)And 
Palace International 

Address: 3 A, Shi Lipu,Chaoyang District, Beijing,China 
Transportation: convenientlyclosetoChaoyangRoad, J ingtong 

Express Way, and Ciyunsi Bridge of the 4th Ring Road 
Services !Receptionist(Lobby), Tickets, Room Service, HomeMaid. 

Room Cleaning,Home Appliance Repairs,and Flowers. 

Rental Returns: usD 90 o.oo- 22 ooper month 

Current Occupation Rate: offices: ioo%:De P artment 95.7% 

Business Tax: 0.4% 

Management F ees : PalacelntemationahRMBSOO per square me- 
ter per month for Cleaning, Security(in-door and out-door) Vegetation, Eleva- 
tors, Elevators, Minor Repairs, Room. 

HOT TEL65561798 


Sunflower Tower 

Investors: Philipp Holzmann Anlagen Gmbh 
location: No.37,Maizidian Street, Chaoyang District, Beijing Nexl] 
to the LiangMa Hotel.Located atthe East3rdRing Road 
ArOfl: 817square meters(based on architectural area)on24th Floor 
ASklliy rent: USD28/month/sqm(gross including management) 
Communication: supplied nodes IDD lines and 4MB of Capacity 
ISDN is availabie 

Elevator: 10KONE elevators HVAC System:Four-pipe system 
Amenities: Busines center, Exhibition facilities, Retail space 
Existing Tenants: Walt Disney, BASY,KONE,E-turtle Nex 
work 

Tel:85275696-608 
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64055786 


this newspaper's perennial legal adviser :Beijing jingtai law office 

undertaking mostly: 

1 , real estate business that buy^rent and manage kinds of licences in Beijing; 

2 , foreign cases , maritime , finance > bond , important and diflicult affiairs; 

3 debt, economy contracts foreign marriage cases , criminal defense; 

4, notarizations; 

5 , holding perennial legal advisers for foreign enterprises > providing legal assistance; 
6, providing law, regulations and contract versions in any languageSo 

TEL:86- 10-8352 12 18 FAX:86-10-83525557 

http://www.venus-law.com e-mail :jt@venus-law. com 
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Porcelain brush holder, circa 1966-76. Sold for 
5, 720 yuan 


By Miao Yajie 

T he value of an antique lies mainly 
in its age, the older, the better. 
For Chinese porcelain, pieces from 
the five imperial kilns of the Song Dy- 
nasty are keenly sought after for their 
rarity, yet objects from Emperor Qian- 
long (1736-1795) of the Qing Dynasty’s 
reign, dating back a mere 200 years, 
frequently change hands for millions of 
yuan. There are readily available price 
estimates for artifacts of the past thou- 
sand of years, and abundant research is 
available for art lovers and collectors to 
refer to. 

However, little research has been done 
on porcelain ware of the past fifty years, 
that is, since the founding of New China 
in 1949. 

It is only recently that the market 
has begun to recognize this oversight. 
According to China Guardian Auctions, 
some ten to twenty pieces made between 
the 1950s and 1970s have been sold at 
its past three weekend auctions, which 
are held every two months. While it is 
too early to say that those New China 
works will become a major focus of the 
market, the relatively low prices are at- 
tracting increasing numbers of buyers, 
who may be collectors, seeking pieces to 
decorate their home, or may just be at 
the auction for the fun of it. 



Porcelain plate painted by Deng Bihao, 1952. 
Sold for 4,180 yuan 



The concept of New China fine arts 
was introduced to the auction world five 
years ago, when China Guardian Auc- 
tions held a special auction under that 
name. The artifacts put up for sale all 
came from 1949-1979. Up until then, 
when porcelain from that period came up 
for auction, it was sold alongside porce- 
lain from dynastic China. 

It was China Guardian that first 
picked up on the new trend in porcelain 
collecting, noticing that such pieces put 
up for auction never seemed to be 
passed in. Among the objects sold 
are plates, vases, and 
brush holders of var- 
ious styles, with 
inscriptions 
identify- 
ing the 


in such scenes are replaced by Mao suits, 
while a shoulder pole takes the place of 
the usual fishing rod, changing the theme 
of the paintings from one designed to ap- 
peal to the refined taste of the literati, to 
one depicting a laborer’s heroic struggle 
against the freezing weather. 

As for the special technique of apply- 
ing glaze, an extra layer of transparent 
glaze is applied over the colored painting. 
Sometimes, there are inscriptions on the 
pieces made in white, only a little darker 
than the cover glaze. One has to use a 
torch to read those inscriptions. 

Many Chinese people 
have heard of the so- 
called “7501” porce- 
lain set. This 
was a set 
of uten- 
sils 
made 


paint- 
er or the 
kiln. What 
is immediate- 
ly striking in 
these wares are 
the strong peri- 
od flavor and un- 
usual technique 
used to apply glaze. 


“ Learning from Lei Feng”, glazed por- 
celain plate, 1963. Sold for 2, 750 yuan 


Period flavor and a special tech- 
nique 

The period flavor, simply speaking, 
lies in the decoration. The painters of 
New China porcelain were essentially the 
same artists who were working during 
the Republic of China period (1911-1949). 
They were skilled at the traditional de- 
signs, but a political, specifically revolu- 
tionary, theme is apparent in the New 
China pieces. For example, a traditional 
design of a magpie perched on a plum 
tree is found on one side of a brush holder, 
while a poem by Mao Zedong is found on 
the other side. Snow scenery was another 
often-seen design in pieces from the Re- 
public of China. In the New China wares, 
the traditional costumes worn by figures 


espe- 
cially 
for Chair- 
man Mao 
Zedong, in- 
cluding bowls, 
plates, tea- 
cups, alcohol 
vessels, spoons, 
tea canisters and 
ashtrays. They were 
decorated with Mao’s favorite designs: 
peach blossoms, plum blossoms, and bam- 
boo trees. The name 7501 derives from 
the year in which they were made, 1975, 
and 01, meaning it was the number one 
priority of that year for the manufacturer. 

The porcelain city Jingdezhen in 
Jiangxi Province had made such utensils 
for Chairman Mao since the 1950s. The 
7501 set was the last, and probably never 
actually used by Mao himself. Other than 
the fact that the pieces bore Mao’s favor- 
ite designs, the merit of Mao’s porcelain 
was in its fineness. 

Large scope for revaluation 

New China porcelain is fetching steadi- 
ly increasing prices at auctions. Now the 
highest lot, around 7 to 8 thousand yuan, 



Glazed porcelain plate, 1970. Sold for 550 yuan 


was equal to the medium average prices 
the Republic of China period wares, and 
the rest of the lots all sold at above, some- 
times several times the estimate. 

It is a good time to collect, while prices 
are still affordable, according Li Yizhou, 
China Guardian’s weekend auction man- 
ager for Ceramics and Works of Art. 

Li believes there is much scope for the 
value of these pieces to appreciate, espe- 
cially when one compares prices for an- 
tique porcelain over the past ten years. A 
brush container from the imperial kiln of 
Emperor Kangxi’s reign can fetch as much 
as 300,000 yuan. A high quality one of 30 
to 50 years old could be an attractive alter- 
native to those who do not have that sort 
of money to spend. Li also suggests that 
someone starting a collection might focus 
on a particular series, such as a special de- 
sign, a particular painter, or a particular 
type of object. 

Another advantage for collectors is that 
there are still few forgeries of New China 
porcelain on the market. Given the effort 
and cost of making fakes, forgers see bet- 
ter opportunity for profit in making “an- 
tiques” rather than younger artifacts. 

The main factors in determining the 
value of the New China pieces are the pop- 
ularity of the painters, whether the de- 
signs bear some special feature, and the 
fineness of the piece. 


China Guardian 
will hold an auc- 
tion this 
weekend, paint- 
ing and callig- 
raphy Saturday, 
porcelain, jewel- 
lery, and 
miscellaneous 
art works Sun- 
day at the Para- 
gon Hotel. 


Porcelain gilt vase, 1959. Sold for 3,300 yuan 



Invention of 
Paper 
Put Back 
300 years? 

By Li Qinghao 

A recent discovery has 
shaken the time-honored 
belief that the eunuch Cai 
Lun invented paper in 105 
AD, during the Eastern 
Han dynasty. Two hun- 
dred pieces of paper un- 
earthed at Xuanquanzhi, 
Dunhuang, Gansu Prov- 
ince, suggest that paper ex- 
isted as far back as the 
Western Han dynasty (206 
BC-24AD). 

The discovery repre- 
sents the largest and most 
varied find of pre-Eastern 
Han paper, covering the 
widest time span, from the 
beginning of the Western 
Han Dynasty through to 
the Eastern Jin Dynasty 
(265-316 AD). “Cai Lun is 
clearly not the inventor 
of paper,” says He Sh- 
uangquan, a researcher in 
the Archaeology Research 
Institute of Gansu Prov- 
ince, commenting on the 
newly unearthed relics. 

Disputes about the tim- 
ing of the invention of pa- 
per first arose in the 1950s. 
At that time, a new school 
of thought challenged the 
commonly accepted theory, 
arguing that unearthed pa- 
per relics pre-dating the 
Eastern Han dynasty 
pointed to an earlier dis- 
covery date. Supporters of 
the status quo maintained 
that these discoveries could 
not be called real paper, as 
the quality was so poor and 
the technology at that time 
was still elementary. Cai 
Lun, they stressed, is the 
person who really brought 
the technology to maturi- 
ty. 

In 1986, another discov- 
ery of ancient paper was 
made in Gansu Province. 
Not only was it of a much 
better quality than the ear- 
lier discoveries, it also bore 
some elegant designs and 
distinct maps. This find 
added weight to the the- 
ory that the Chinese had 
mastered the technology of 
making high-quality paper 
in earlier Western Han dy- 
nasty. 

The latest find provides 
the strongest yet evidence 
in support of those who 
would rewrite the history 
books. Supporters of Cai 
Lun however, are not yet 
ready to concede defeat. 
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BEIJING PRE-MEDIA Advertising Co., Ltd. is the 
PRE^MiDIA exclusive advertising agency of the Business Ser- 
vice page of ((Beijing Today)}. We will play the bridge 
on the cooperation between bussiness service com- 
pany of our country and foreign business. 


AD PLACECr^rt#) 

Business surrogate relate to foreigner, enterprise 
registration, tax service, trademark, patent and 
copyright registration, etc. 

Business training and cooperation 

International transport 

Technique and culture communication 

♦ HP/fJSisL > ski® 

International investigation and financing 

♦ > m r > ft ii 

commercial consultation, public relationship and 
surrogate 

Business meeting, office and business tour 




Office equipment 


AD.PLACE.TEL: (86)010-88552079/80 13601226884 

AD.E-mail:premedia@263.net 


Jb 51 iji 

BEIJING TRADEMARK AGENCY 


TEL: 68083066 68081369 
FAX: 68081370 
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16th Floor Yue tan Tower 
No.2 Yue Tan North Street 
Xicheng District Beijing 


BUSINESS OPPORTUNITIES 


Huiyuan Apartments 

ready to rent 

With high, medium and economy 
standard. 

Broadband multi-media e-com- 
merce net service in each flat. 
Welcome your visit. 
Tel:64923528/64923529 
64992660/64910545 


Personal Information 


A man of 42, with 19 years 
working experiences in trade compan- 
ies in Hong Kong and Europe, fluent 
English and Cantonese, good com- 
puter skill, is now applying for jobs as 
Senior Business Manager and etc. 
Tel: 6768501 6 
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Possess of certain marketing resourse, plan to invest exhibition, design & 
produce. Now looking for foreign capital to joint venture and cooperation. 
Aim 

♦ Introducing advantage experiences and technologies from design 
and produce of overseas exhibitions. 

♦ Introducing trademark, administration and marketing promotion 
from overseas exhibitions vocation. 

♦Introducing certain quantity capital to enlarge scale. 

Welcome to connect to us. 


Tel: 13701378266 


BEIJING CONSULTING SERVICE CENTER FOR INDUSTRIAL AND COMMERCIAL AFFAIRS 


The center handles applications for enterprise 
and foreign enterprise permanent office in Beijing registration. 

m±: 1 7 mis 107-109 ^ 

RM107-109, N0.7,XIYUAN HOTEL, N0.1,SANLIHELU,HAIDIAN, BEIJING. 
68313388 57107-57109 88371521 ffK:68342761 Wz&A: Jf K 
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pi BeiJing PRE-MEDIA Advertising Company 


PRE-NEDIA 


A well-known professioned company 

We provide following services: 

★Market strategy, promotion and design, Boutique agency 
★Advertisement Managencent of plane Media, TV advertisement 
★ Buying Representative 

Quality service obtain honour welcome to consultation 

TEL:88552081 
FAX:88552079 
MOBILE: 13601226884 
E-mail: pieere@sina.com 
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Konica 7045 
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DIGITAL INPUT/OUTPUT STATION 


*600 X 600dpi Hi 

wms m m m : 3.9 & 

: ibA 90 

*32MB E-RDH 

KEY FEATURES: 

> 45 cpm/ppm 

> 600 X 600 dpi for Input & Output 

> Graphic User Interface 

> FCOT:3.9 Seconds 

> WUT:Less than 90 Seconds 

> 32MB Standard Memory E-RDH 


BEIJING ZH0NG0ING KONICA PRODUCTS AGENT CO.XTD 


Tel: 63465432 63464797 MP:13901151799 63448206 Post:100054 

Add : Room 3A407 J’engron Jiayuan(E|i]^@)£aihuying Cloverleaf Junction, Fengtai District, Beijing, China 















SPOTLIGHT 


HU I NG TODAY 



By Zhu Lin 

The enthusiastic reception students gave The 
Missing Gun director Lu Chuan at the Tenth China 
Film Festival for College Students bought tears to his 
eyes. 


Speaking after the screening at China Film Ar- 
chives, 31 -year-old Lu said, “The vanguard of main- 
stream films should be occupied by young directors. 
I hope to prove that we can make more money than 
the older directors.” 


“I express my generation’s way of observing the 
world in this movie,” said Lu, “It’s different from the 
generation of Zhang Yimou and Jiang Wen.” 

■ Jiang Wen plays the role of Ma Shan, the hero. Ma 
is a police officer living in a remote town. One day he 
loses his gun and from that point, his life starts to spi- 
ral out of control. While he starts to suspect people 
he knows, his relationship with his wife also suffers. 

■ In the director’s eyes, Ma’s life is like that of an 
amoeba, an organism at the bottom of the food chain. 
“He gives up the ability to metamorphose at last and 
loses the right to be an amoeba,” says Lu Chuan, “So 
he must play with his life. When he’s so cowardly that 


he can only give up, this is a kind of bravery.” 

Lu says his film touches at least part of the truth of 
life. “Directors of the fifth generation have been used 
to simplifying the truth, such as the logic in Zhang 
Yimou’s The Story ofQiu Ju. It’s something idealistic, 
but I want to express my own thinking on life.” 

Audiences, especially the young, echo this senti- 
ment. “I can feel Jiang Wen’s power in the film,” 
said Zhang Wenjing, a college student attending the 
film festival, “But I also catch a different air, and 
that’s Lu Chuan’s own interpretation.” Another stu- 
dent, Luo Jun commented, “I think the spirit of the 
film is like the endless but hopeless searching in Kaf- 
ka’s works.” 


[ ■ Lu’s low budget debut was completed last year at 
a cost of two million yuan. Even before its release, 
the film was being hyped as “one of the best Chinese 
films.” Last July, Columbia Pictures bought the over- 
seas rights and plans to release it globally by the end 
of this year. 
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The Missing Gun opened in cinemas in Beijing on 
Thursday. 


Musical Dream 
Comes to Stage 

By Zhu Lin 

A young girl stepping into a Broad- 
way theatre for the first time in 
her life has a premonition that this 
night will change her life. This is how 
Dream Ahead, a musical play per- 
formed by Star Musical Theatre from 
Japan opens. 

The girl in the story is Nakagawa 
Kumi, who in real life is the choreogra- 
pher of Star Musical Theatre. Dream 
Ahead is an adaptation of Kumi’s life 
story, telling about her difficult path to 
becoming an actress. 

As the character of Kumi says in 
the musical, “When you are watching 
a good performance, if you have the 
desire to join or create your own thing, 
that means you have your dream in 
your heart.” 

Dream Ahead will be staged at the 
Century Theatre on May 17 and 18. 


Heart Laid Bare 
in The Crucible 

By Zhu Lin 

About his production of Arthur Miller’s The 
Crucible, director Wang Xiaoying says, “The story 
is a moral. The town of Salem works as a crucible 
in the laboratory of human beings, refining peo- 
ple’s innermost humanity and capacity.” 

Although the story of The Crucible is based on 
an actual event, the witch trials that took place in 
Salem, Massachusetts in 1692, the play is a blend 
of fact with fiction. As Miller said of it, “The play 
is not reportage of any kind... what I was doing 
was writing a fictional story about an important 
theme.” 

After several young girls are caught perform- 
ing voodoo and dancing in the woods, they invent 
a story about being bewitched by local housewives 
in order to escape punishment. The number of 
townspeople implicated rapidly escalates, as each 
accused “witch” is faced with the choice of con- 
fessing to a crime they did not commit and nam- 
ing others who are also innocent in order to save 
their own life, or maintain their innocence and 
face death. The irony is that the accused can save 
their lives only by admitting guilt, while any pro- 
testation of innocence or criticism of the court is 
considered proof of guilt. 

Farmer John Proctor is one of the few charac- 
ters in the play who remains rational as the town 
becomes gripped in a wave of anti-witch hysteria. 
At first, he just wants to save the life of his wife, 
one of those accused by the girls. But later on, as 
he refuses to confess to practicing witchcraft, he 
finds his true self. At the end of the play, as he 
is led away to be hung, he says, “There’s the first 
miracle you made, that I see some shred of good- 
ness in me.” 

The Crucible, written as a scathing criticism 
of the MaCarthy anti-communist purges in the 
US in the 1950’s, has a universal theme, and is a 
warning of how a society can get caught up in a 
moment and act in an irrational manner. 

The Crucible is showing till May 19 at the Chil- 
dren’s Arts Theatre. 
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TEL: 68997124 68311626 




ZiyiXuan Baochi Lou 

3rd Floot Building B, 
Donghuan Guangchang, 

29 Dongzhong jie, 

Dongcheng District 

29 B fit 3 M 

11:00-14:30,17:00-22:00 
6856.9388 


Beijing Roast Duck 

Building3,Tuanjie Lake,Chaoyang District 

11:40-14:00,17:00-21:30 

6852.4003 

Bianyifang Roast Duck Restaurant 


2 A Chongwenmenwai Dajie,ChongwenDistrict 

11:00-14:00,17:00-21:30 

Tel:6712.0505 


Spice Orchids Thai Restaurant 

Welcome to our Spice Orchids Thai Restaurant. 

Our features are undeniable: Walls decorated in purple and deep wine red;colors that really work 
together to produce a harmony;food that lie on in its contrasts; chefs that create a wonderful medley 
of hot, cool, sour, sweet, crunchy and soft dishes.Fish cake, deep-fried Taro, Green Pepper & Red Curry 
Fried with Beef and Minced meat fried with Basil leaves are not to be missed. 

And, we have an unique Chinese name,Tai Xiang La, which means Spicy Thai Restaurant, verbally; 
and Very Good Smell, phonetically. 

You're likely to satisfy your taste buds for a mere of RMB18 up, with weekday set lunch from 
RMB25-50. Tasty and inexpensive.A very good casual dining experience. 

Add: 8 South Street, Guan Dong Dian,Chaoyang District. 

(North of Kerry Centre Hotel and the back of Hot-Point Disco) 

Tel:6591.7726 Fax:6591.7926 


CLUB GREEN 

BEST CLUB IN BEIJING 

ADD: Land mark Tower 1/F 8North Dong San 
Huan Road, chaoyang District Beijing 

xm-m 

TEL: (010)65906999 65906688 - 2988 

COME & BE AS COOL AS 

GREEN 



New French Restaurant Now Open! 

Spoil yourself with genuine French fare and ambiance and a superb vairety of wines 
at the Roland Garros restaurant. Close a full evening of relaxation with a choice of 
dramatic desserts, coffees, and Cuban cigars. 

Roland Garros Restaurant 
Open: 1 1 :00-24:00 Daily 

Address:North Entrance Chaoyang Tennis Club 
Nongzhan Nanlu, Chaoyang District 
Telephone:6508-91 00 


ROLAND GARROS 

RESTAURANT & BAR , BEIJING , CHINA 


lb 3?- m cm 

BEIJING FANTASY WORLD CLUB 

It offers a full range of services, including fine rooms, restaurants and entertainment 
centre. 

FU LIN Seafood Restaurant: more than 1 00 kinds of fresh seafood are now 20% off. 
Korean Flavour Restaurant: newly open, supply Korean food and barbecue. 20% off. 
Entertinment Centre: Bowling, billiards, karaoke and gynimasium. 

Tel:(01 0)68843388-7 18/620 

Add: 1 Gu Cheng Nan Lu Shijingshan District 

(100 meters in west from Gu Cheng metro station) 

^T§:(0 10)688433 88-7 18/620 (#JaL J&PS'MW 
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Donglaishun Restaurant 

5/F,Xindong'an Plaza, Wangfujing 
Da jie, Dongcheng District 

ft 5 m 
11:00-14:00,17:00-21:30 
6528.0932 


Fan Shi Gang 


140 Andingdajie, Dongcheng District 
140 ^§- 

9:00-23:00 

64042187 


Night of Beijing Restaurant 

Special offer of seafood as well as many other dishes and salads: shrimp: 

RMB38; lobster / clam: RMB98 

Pleasant ambience and sufficient parking space. 

Address: 1 Dayabao Alley, Dongcheng District 
Tel: 65272672, 65272704 ext 8865 
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Mother’s Day 

A Mother’s Day Special: 33% off 
the entire food bill in all outlets 
with at least three adults when pay- 
ing guests join the same table. Kids 
under 6 eat for free. 

Where: Hilton Hotel. When: 
May 12, lunch and dinner. Tel: 
6466-2288. 

To Mother with Love Cook-In 

Participation is limited to 12 chil- 
dren. Age: between 8 to 12 years. 

When: May 11, 11am. Where: 
Hotel Banquet kitchen, Shangri-La 
Hotel, Beijing, 29 Zizhuyuanlu, 
Haidian District. 

Mother’s Day Afternoon Tea 
Concert 

Symphony light ensemble, and 
food available. 

Where: Shangri-La Garden. 

When: May 12, 4-6pm. 

Mother’s Day Menus 

Buffets at the Coffee Garden, 
Special menu in Peppino’s, Shang 
Palace and Nishimura. 

When: May 11 dinner, May 12, 
lunch and dinner. Tel: 6841-2211 
for reservations. 


Football Matches 

May 11, 9:55pm, English Premiership 
Live. 

Where: Club Football Center. For more 
information of matches, call 6417-0497. 


Courses 


Lecture: Dream of the Red Chamber 
and Chinese Culture 

Zhou Ruchang, 84, a scholar of this nov- 
el, will host a lecture in English again, fo- 
cusing on the cultural essence reflected in 
the novel, from language and manner, ar- 
chitecture and inner decoration to lifestyle 
and people’s minds. 

Where: Bamboo Garden Hotel, south of 
the Gulou Subway station, northwest of 
the Drum Tower. When: May 18, 2:30-5pm. 
Fee: free. Tel: 8462-2081, 1350 1035145. 

Savoring Chinese Music and Learn- 
ing to Play Musical Instruments 


Beijing Ducks Cricket Club 

Where: Western Academy Beijing. 

When: May 11, 3:15 pm at the Great 
Wall Hotel lobby, 4pm at WAB. E-mail: 
saz_kazmi@yahoo.com 


The largest Chinese musical instru- 
ment collection, solos and ensembles of ma- 
jor Chinese instruments will be presented 
with instrument introduction and stories 
of musical pieces. Then the participants 
will be divided into groups to try their 
hand at erhu, guzheng, pipa with instruc- 
tion from musicians. 

Where: Qinghua Instrument Store, Xisi, 
Xicheng District, opposite to the Honglou 
Cinema. When: May 19, 2:30-4:30pm. Ad- 
mission: 25 yuan. Tel: 8462-2081, 1350 
1035145. 
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Huanghuacheng Great Wall 
to Taoyu Reservoir 

Where: Changping County, 

north of Beijing. When: May 11. 
Riding time: 3-4 hours. Route: 
Passing Huanghuacheng Great 
Wall to a village with a reservoir. 
A bus and trucks follow people to 
help them with hills if needed. All 
paved roads. How to join: mail to 
bj hiker s@ ) y aho o .co.uk 




Friday Clear to cloudy 

May 1 0 Max: 25C. Min: 14C. ^ 


Saturday ^ 

Sunday ® 

May 11 

May 12 

Clear to cloudy 

Clear to cloudy 

Max: 26C. Min: 15C. 

Max: 25C.Min: 14C. 


Monday 

Tuesday 

May 13 

May 14 

Cloudy to overcast 

Overcast to cloudy 

Max: 23C. Min: 14C. 

Max: 23C. Min: 15C. 


Wednesday 

Thursday 

May IS 

May 16 ^ 

Cloudy to clear 

Cloudy to clear 

Max: 25C. Min: 13C. 

Max: 24C. Min: 14C. 


We are glad to receive your 
feedback. We will print employ- 
ment, language exchange and ac- 
commodation info for individuals. 
Feel free to email us at bjtodayin- 
fo @ ynet.com or call 6590-2520. 

By Priscilla / Lydia 


Chocolates 






Recite Modern German 
Dramas 

Helmut Krausser: Lederfresse; 
Den Loher: Klaras Verhaeltnisse; 
Marius von Mayenburg: Feuergesi- 
cht and three others. 

Where: Black Box Theater, 39 
Dongmianhua Hutong, Dongcheng 
District. When: May 20-25. Tel: 
6841-7891. 

Expressions Dance Company 
(Australia) 

Art director: Maggi Sietsma. 

Founded in 1985, the company savors 
creativity and energy. Its representa- 
tive works are Sleep with Loneliness 
and Life Jigsaw. 

Where: Beijing Modern Dance 
Group Experimental Theater. When: 
May 17, 18, 7:30pm. Admission: 
40-100 yuan. Tel: 6758-7161. 


Changmu Dance Company 
(South Korea) 

Art director: Kim Mae-ja. Founded 
in 1976, the company combines tradi- 
tional and modern concepts. The com- 
pany specializes in Shim-Chung, an 
adopted Pansori, a traditional talk- 
ing and singing drama of Korea. 

Where: Beijing Xiqu School Re- 
hearsal Theater, Yangqiao, Nansan- 
huanlu. When: May 14, 7:30pm. 
Admission: 40-100 yuan. Tel: 

6758-7161. 


Music from Japan Star Music 
— Dream Ahead 

Where: Century Theater, Liang- 
maqiaolu, 1km east of the Lufthansa 
Shopping City. When: May 18,19. Ad- 
mission: 60-580 yuan. Tel: 6555-1900, 
8528-2236, 6466-3311 ext. 3161. 




traveled to various corners of China, seek- 
ing inspiration, life experience and beau- 
ty of nature. 

Where: West Hall of Wan Fung Gal- 
lery, 136 Nanchizi Dajie, Dongcheng Dis- 
trict. When: till May 17, 9am-5pm. 
Admission: free. Tel: 6523-3320. Web: 
w ww. wanfung. com . cn 


Jiu Xiang 

Directed by Sun Sha, starring 
Song Shunli, 1990, 90 minutes. 
This film takes place in rural 
northeastern China. A young wid- 
ow with five small children falls 
in love with a local coal miner. She 
wants to marry him, but meets 
strong resistance from her chil- 
dren because to do so would be 
against the traditional Chinese 
notion that a widow should never 
remarry. She succumbs to their 
wishes and the miner leaves the 
village to live in town. The years 
pass and she works 
hard to bring up her 
children. After all of 
them have grown, she 
sets out in search of 
the coal miner, her 
former lover. 

Where: Cherry 

Lane Movies. When: 

May 17, 8pm. Admis- 
sion: 50 yuan. Tel: 
6461-5318/9. 

Paisa (Paisan) 

Directed by Rober- 
to Rossellini, 1946. 


Language: Italian with French 
subtitles. 

The second neorealistic man- 
ifesto of Robert Rossellini, this 
movie brings to life the progres- 
sive liberation of Italy 
by the American Army. 
By following a space-time 
based route, from Sicily 
to Venice and from July 
1943 to winter 1944, Pai- 
sa echoes the sufferings 
of a country searching for 
its lost dignity. 

Where: Cultural Of- 
fice of the Italian 
Embassy, 2 Sanlitun 
Dong’erjie, Chaoyang 
District. When: may 16, 
7pm. Admission: free. 
Tel: 6532-2187. 


Splendid May - Concert for Young 
Friends 

By China People’s University Orches- 
tra. Conductor: Jiang Xiongda. 

Where: Forbidden City Concert Hall, 
Zhongshan Park. When: May 18, 2pm. Ad- 
mission: 10-60 yuan. Tel: 6559-8285. 
Tour Musique en France 

Conductor: Olivier Grangeon. Program: 
Berlioz: Roman Carnival; Debussy: Pre- 
lude to the Afternoon of a Faun; Bizet: 
from Carmen, L’Arlesienne; Ravel: Bolero, 
Pavene; Ducas: L’apprenti sorcier. 

Where: Forbidden City Concert Hall, 
Zhongshan Park. When: May 18, 7:30pm. 
Admission: 50-280 yuan. Tel: 6559-8285. 
Music at CD Cafe 

USA, France, China DJ Show 

When: May 12. 

Musical Instrument Show 

When: May 17. 

Chinese bands: Mu Tui Gua, Bu Yi and 
Mu Guang. 

When: May 19. 

Where: CD Cafe, Dongsanhuanlu, 
south of the Agriculture Exhibition Hall. 
Tel: 6501-8877 ext. 3032. 

Music at Bars 

Band performance: Radiation. Schiller’s 
3, west gate of Chaoyang Park. May 10, 
9pm. 6593-1078. Live Irish Band Per- 
formance, PJ O’Reilly’s, May 10, 11pm, 
6559-4218. An activity organized by the 
magazine I Love Rock ‘n’ Roll, Get Lucky 
Bar, May 10; Mn Record Music Festival, 
May 11, 6429-9109. 


‘Mothers’ — On-the-spot Photo 
Exhibition of Western China By Yu 
Quanxing 

Where: Popular Photography, 22 Mei- 
shuguan Dongjie, Dongcheng District. 
When: May 12-19. Slide show: May 11, 
2:30pm. Admission: free. Tel: 6525-1453, 
6527-9098. Web: www.pop-photo.com.cn 
Gorgeous China — Joint Land- 
scape Paintings Exhibition 

Works by Zhang Bu, Song Di, Du 
Yingqiang and Feng Zhanglin. They have 


Modern Art Space — Joint Oil 
Painting and Sculpture Exhibition 

A group of young and talented Chinese 
artists show different styles and subject 
matters, expressing their minds through 
different materials. Their observation re- 
flects life through young Chinese eyes. 

Where: East Hall of Wan Fung Gal- 
lery. When: May 28, 9am-5pm. Admis- 
sion: free. Tel: 6523-3320. 

New Exhibition after Moving to 
New Address 

Oil paintings and 
Chinese paintings. Oil 
paintings by Jiang 
Tianyu, Liu Fenghua, 

Sun Dingyu, Yu Xia- 
odong and Yangchun 
Baixue. More than 30 
Chinese paintings by 
Liu Chunming, Liu 
Yan, Wang Luxia and 
Lu Tianning. 

Where: 1-1-E, 

Huaweili, Chaoyang 
District, north of 
Beijing Curio City. 

When: May 15-31. 

Admission: free. Tel: 

6507-4062, 1360 

1038025. 

Works Exhibition 
by Zhou Xianglin 

Where: Interna- 

tional Art Gallery, 

Wangfujing Dajie, 

Dongcheng District. 

When: till May 15, 

9am-6pm. Admis- 
sion: free. Tel: 6513-3388 ext. 1207. 


Where: Hidden Tree, Sanlitun 
South Bar Street. When: May 11, 12, 
2-8pm. 

Wine Day at Courtyard 

Customized wine dinners. The 
themes “intro to wine” and “ around 
the world with the Syrah Grape” 
involves blindfolding wine drinkers 
to try and identify wines. Includes 
Lynch Bages at 200 yuan a glass. 

Where: Courtyard Restaurant, 
perched on the moat of the Forbidden 
City. Tel: 6526-8883. 

Visit Traditional Chinese Bath 
House 

Experiencing the public bath, back 
scrub, pedicure, bahuoguan (hot bot- 
tles) and Guasha (skin-scraping). 

Where: 4 Hufangqiaolu, Xuanwu 
District, opposite to the Huguang 
Theater, south of Liulichang Cul- 
tural Street. When: May 11, 5-7pm. 
Admission: free. (20 yuan for bath, 
optional). 








Inner map of a hath house 


Huzi’s Music 

“I think I changed my music from mel- 
ody to samplings with funny and dark 
environment, I want use my music to 
create a picture of the flashing moment 
of my life.” Every Wednesday, live with 
laptop+records + instruments by Hu Zi. 

Where: Jia 55, Jia 55, Xingfuyicun, 
Chaoyang District. Admission: free. Tel: 
6416-2063. 


Mother’s Day Celebration 

Mother’s Day lunch buffet, from 
12-2pm at 90 yuan +15% service 
charge per adult and 50 yuan +15% 
service charge per child under 10 
inclusive of free flow of local soft 
drinks and beer. 

Where: Cafe California, Harbour 
Plaza Beijing. When: May 12. Tel: 
6436-2288 ext. 2617. 

Mother’s Day 

Brunch buffet 188 yuan +15% 
service charge. Photographer will 
take a picture for families of this 
memorable Mother’s Day. 

Where: Grand Cafe, Grand 

Hyatt Beijing, Beijing Oriental Pla- 
za, 1 Dong Chang’an Dajie. When: 
May 12. Tel: 8518-1234. 

Cookies for Mother’s Day 

Special cake for Mother’s Day, 
288 yuan. Chocolate box (nine piec- 
es): 188 yuan; (25 pieces): 288 yuan. 
Where: Patisserie, Grand Hyatt 
Beijing. Order by fax 6510-9210 at 
least 49 hours in advance. 


Havana Cafe Happy Hour 

Every Sunday to Thursday l-9pm, 
all drinks half price. 

Where: north gate of Workers’ 
Stadium. Tel: 6586-6166. 


Mid-week Rescue 

300 bottles free beer. All night vod- 
ka, tequila and whisky 15 yuan. Hap- 
py hour 7:30-8:30pm, Every drink is 
10 yuan. 

Where: Vies, north gate of Work- 
ers’ Stadium (Gong Ti). When: May 
15, from 7:30pm. Admission: free. 
Tel: 1390 1022644 (Chinese), 1380 
1116216 (English). 

Young Professionals Happy 
Hour 

Hoegaarden Beer Promotion. All 
Hoegaarden beers will be 20 yuan per 
glass (normal price is 35 yuan). Food 
available. 
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Chinese, American 
Students Walk for Olympics 
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his week Beijing Today celebrates its first birthday. Our first 
edition appeared May 11, 2001. It is far too early for speeches 
or laurels. The staff of Beijing Today must say “thank you” to 
our loyal readers, not just for your encouragement, but also 
your criticism. And please believe us when we say we are 
working hard to build a better newspaper to serve your needs. 


Our first edition rolled off the press on May 11, 2001 





